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TOUGHIES 


THORNY DEVIL . . . PHOTO COURTESY AUSTRALIAN NATIONAL TRAVEL ASSN. 


TOUGHNESS AND STRENGTH THAT DEFY 
ABUSE ARE YOURS WITH NEW ENGLAND TUBES 


IKE the “Thorny Devil’ of Australia, New England (Sheffield Process) 

Tubes have a tough “epidermis” . . . strength far greater than you'll 
ever need, for that extra margin of safety. The fast-growing list of 
New England tube users is evidence of the unusual protection they 
give. These users know that New England tubes can “‘take it’’ . . 
no matter how much abuse they get from the average hard- handed 
consumer. It's our exclusive SHEFFIELD PROCESS of handling the 
metals that produces in New England tubes a degree of toughness 
which we believe is unequalled by any other collapsible tube in the 
world. And it’s our unique methods of inspection that assure such 
uniform quality in every detail of manufacture. Try New England 
tube service, it costs no more. Discover the advantage of getting both 
tubes and cartons simultaneously from this one dependable source. 
Ask about our new series of ‘VINICOTE” inner coatings that make 
our tubes ideal for many products heretofore unsuitable for packing 
in tubes. A competent research department and package designers 
will gladly cooperate on your packaging problems. Just write or call 
our nearest office for all details. 


NEW ENGLAND COLLAPSIBLE TUBE CO. 


3132 SO. CANAL STREET, CHICAGO e NEWLONDON, CONN. e W.K. SHEFFIELD, 500 FIFTH AVENUE, NEW YORK 
N. CAY MATTHIEU, 1965 PORTER ST., DETROIT, MICH. @ THE WILCO CO., 7016 McKINLEY AVE., LOS ANGELES, CAL. 


EXPORT DIVISION: 116 NASSAU STREET, NEW YORK, U.S.A. 
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DO NOT BE MISLED 


geass ALCOHOL is the only practical chem- 


ically pure alcohol for external use available in commercial 


quantities. 


Consumer acceptance by several hundred thousand people dur- 
ing the past fifteen years shows that Isopropyl Alcohol, when 


used externally, can have only beneficial results. 


Isopropy! Alcohol is the only alcohol available for external 
use which is non-potable, as it has a bitter taste, and fails to 


exhilarate. 


Do not subject your retailers to the severe penalties imposed if 
they unwittingly sell alcohol which may be consumed as a 
beverage. Protect your consumer, your distributor, and your- 


self, by insisting upon Isopropyl Alcohol. 


STANDARD ALCOHOL COMPANY 
26 BROADWAY, NEW YORK, N. Y. 
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KIMBLE GLASS VIALS. 
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A NEW VERSION OF YOUR OLD PACKAGE gee 
r 
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Be it symphonies or perfumes, 
masterly blending is the secret 
of perfection. The blending of 
aromatics into fine perfumes is 
an exact and uncommon art. 
Our perfumers are masters in 
their chosen field and their 
creations reflect this mastery 


of blending. 


VAN A meRINGEN-HAEBLER, Inc. 


3t3 FOURTH AV 2 ee 
NEW YORK, NEW FORE 








SODIUM U. Ss. P. 


Granular and Powder 


POTASSIUM uU. S. P- 


Granular ° Crystals - Powder 


AMMONIUM U. S. P- 


Granular and Powder 


CALCIUM U. S. P- 


Powder 


LITHIUM N.- F. 


Granular 


STRONTIUM N. F. 


Granular 
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The Fifth Edition of 


THE 


MERCK 


INDEX 


(1940) 


Is Now Available 


An Encyclopedia of Chemicals and 
Drugs for the Chemist, Pharmacist, 
Physician, Dentist & Veterinarian. 


Thousands of chemists, pharmacists and physicians have been waiting for this new book. 
You can now obtain a copy at the 


SPECIAL PRICE OF $3.00 (Price in Canada, $3.50) 


@ 1,060 pages—nearly twice the num- 
ber of the previous editions. 

@ Contains more than 5,900 descrip- 
tions of individual substances. 

@ An important new feature is the sec- 
tion, ‘Chemical, Clinico-Chemical 
Reactions, Tests and Reagents by the 
Author’s Name” which includes more 
than 4,500 numbered Tests, Reac- 
tions and Reagents. 

@ In the section on “Coal-Tar Colors 
for Use in Foods, Drugs and Cosmet- 
cs,’”’ 113 colors are described. 

@ The section on “Indicators” covers 
126 indicators, and the section on 
“Minerals” embodies the description, 
formulas, and percentage composi- 
tion of 187 minerals. 

@ Another new section contains formu- 
las for the preparation of Culture 
Media, Fixatives, and Staining Solu- 
tions, comprising a total of 212 for- 
mulas and methods of preparation. 

@ Also Useful Tables, Antidotes for 
Poisons, and Literature References. 


”? 


Printed in clear type on English finish 
Paper, bound in black semi-flexible imi- 
tation leather covers and stamped in gold. 
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What Trade and Professional Journals Say about The Merck Index 


Brief excerpts from some of the current publications which carried reviews of The-Merck Index: 


‘‘By reason of the wealth of information 
contained, The Merck Index will become 
an important part of every pharmaceu- 
tical library.’’—Drug Trade News. 


‘‘Thisencyclopediaofchemicalsand drugs 
represents the most extensive compila- 
tion of this authoritative reference work 
that has been undertaken since the first 
editionappearedin1889.’’ —TheApothecary. 
‘Considering the price of the book, its 
contents and its importance, no physi- 
cian should be without this excellent 
work.’’—The New York Physician. 


‘“‘The fifth edition should now supplant 


MERCK & CO. Inc. 


the previous edition which is, or should 
have been, in the reference library of 
every prescription room. Every pharma- 
cist will find extensive use for this the- 
saurus in his professional work; so place 
it beside your U.S.P., N.F., and Dispen- 
satory where it will be available for in- 
stant reference.’’—Druggists Circular. 


“The Merck Index will be a valuable addi- 
tion to every pharmaceutical library, for 
it is in fact a condensed, comprehensive 
and reliable encyclopedia of chemicals 
and drugs for the chemist, pharmacist, 
physician and those in allied professions.’’ 
— Midwestern Druggist. 


¢ RAHWAY, N. J. 


In Canada: MERCK & CO. Ltd « MONTREAL & TORONTO 
This order form will bring you The Merck Index promptly. Mail it today. 


© Professional Order Form 


MERCK & CO. Inc., 


Rahway, N. J. 


Please send me one copy of THE MERCK INDEX (Fifth Edition) at 
the special price of $3.00. 


OO Check, or money order, is enclosed.* 


O Send book C. O. D. 


*If you desire to send remittance instead of receiving the book C. O. D. 
enclose this coupon and your check or money order for $3.00 in a sealed 
envelope and the book will be mailed prepaid. 
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MARK TWAIN 


Yes>we're over fifty years old. But in itself that is not an important fact. 


What is notable and important is how well we carry the years... how 
we've retained a fresh, youthful attitude toward glass container problems 
-.. how we think in terms of today’s and tomorrow's markets, never yester- 
day’s ... how we bring you the newest glass-making technique and advanced 
improvements. Today, as always, our customers rely upon us to keep abreast 


with the ever-changing demands of their markets. 


Unhampered by mammoth size or too many traditions, CARR-LOWREY 


brings a clean-cut vigor and personal concern to your package problems. 


Your glass containers will get full attention on three points: (1) Attractive- 
ness, (2) Practicability and (3) Economy. This “three point” service has 
built new sales for hundreds of leading packers of drugs, cosmetics, house- 
hold specialties, and foods. 


ee Simple, yet distinctive bottle for Baby Oil, designed and produced by Carr- 
Lowrey’s “3-point service.” Interesting shape and raised panels for beauty and 


ease of holding. 


Carr-Lowrey Glass Co 


Factory and Main Office: BALTIMORE, MD. 
New York Office: 500 Fifth Avenue °¢ Chicago Office: 1502 Merchandise Met 














For COLD CREAMS 
No matter what your perfuming 
budget, MM@&R can satisfy your 
requirements. From its wide 
selection MM&R recommends— 
PERFUME OIL RED ROSE 
PERFUME OIL 16216 
BOUQUET L.G. 





For HAIR 
PREPARATIONS 


For this specialized use, 
MM@R has a variety of extra- 
ordinary perfumes with a 
high performance test 
rating. 

EAU DE QUININE M.O. 
LILAS VEGETAL 

HAIR TONIC S. 


For SHAVING CREAMS ~/ 
Masculine as an old briar, 
these odors are specially pre- 
pared for shaving creams. All 
three are great favorites. 
COLONIAL BOUQUET 

EAU DE COLOGNE S. 
LUXOR BOUQUET 





For SULPHONATED HIGHER 
ALCOHOL PRODUCTS 


MM@&R laboratories have perfected a positive 
neutralizer with extraordinary staying qual- 
ities to cover the obnoxious odors of the strong 
ingredients used in the manufacture of this 
type of product. Send us a small quantity of 
your product and let us test the neutralizing 
efficiency of 


NEUTRALIZER F. 





For HANDKERCHIEF EXTRACTS 


Delicate fragrances these, ... as caressing as a 
Spring breeze. Scents of distinctive character 
yet distinctly economical. 

MAY APPLE BLOSSOM 

CONCENTRATED ESSENCE GARDENO 
DELMAREO 





For AQUEOUS LOTIONS 


An outstanding triumverate of water soluble 
perfumes that are superior to the more ex- 
pensive odors they replace. They dissolve 
clearly, require no filtration and are not sub- 
ject to bacteriological spoilage. 1 oz. makes a 
gallon of perfumed lotion. 


ORANGESOL MM&R 
BLUEBELLOL MM@&R (Lilac) 
ROSESOL MM@R 








For LIQUID SOAPS 


MM@R L.S. perfume oils 
retain their crystal-like 
clarity and dissolve with- 
out filtration in soap solu- 
tions even as dilute as 


15%. believe that we can effect an economy. 


LILAS BLANC L.S. 
BLUEBELL L.S. 





It has been found “that in virtually 
every instance where a producer has 

told us the limit of his perfuming For 
budget that MM@&R has succeeded in 
meeting the requirements under the 
allowed production budget.’’ Let us 
know your requirements and your 
price limitations. There is reason to economy. 





ALL PURPOSE USE 


These odors have the char- 
acter to provide a full line 
with genuine odor appeal. 
Their quality belies their 


PALMA BOUQUET 
ORANGE BLOSSOM M 
CORYLOPSIS NO. 604 








AGMERE L.S. 


Testing samples are available. For best results we recommend the 
sending of a small supply of your product for perfuming by our experts 


MAGNUS, MABEE & REYNARD, Inc. 


895 








BALSAMS AROMprre CHEMICALS, ETC SER CE 1 


NEW YORK, N. Y. 


UAL ITY ES SEN TPR OFLS , 


16 DESBROSSES ST. 


CHICAGO: 180 N. WACKER DRIVE CANADA: RICHARDSON AGENCIES, LTD., 454 KING ST., W., TORONTO 
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COSMETICS DESIGNED FOR YOU 


T# products that you sell should be worth the effort you put 

behind them. Utmost consideration should be given to the 
selection of the manufacturer of your cosmetics, for your best 
sales’ efforts can be nullified by the lack of quality, or uniform- 
ity, or service. 

















By selecting our organization, you can give your undivided 
attention to sales’ efforts with a feeling of utmost confidence in 
your cosmetics, for we offer you experienced manufacturing 
with ample factory facilities to produce quality products with 
prompt service. 















Further, our formulae are not cook book recipes—we have a 
staff of highly trained chemists recognized as cosmetic authori- 
ties who are responsible for the formulation of your products. 
We are unique in our creative ability and research facilities to 
provide cosmetics designed for you. 















Also, you may feel secure that our thoughts and efforts are for 
you. We carry products liability insurance. We are familiar 
with government activities and your cosmetics by us fully com- 
ply with all regulations. Our assistance in conforming labels 
and advertising to government trends is a part of our service. 






















And for your European and English markets, we have an 
‘““Americanized’’ English factory located near London. For 
your convenience there is a director permanently located in 
New York City. 









We solicit an opportunity to write or call on you to explain 
particulars. 






EVANS CHEMETICS, INC. 


33 West 46th Street New York, N. Y. 
Telephone: BRyant 9-6805 
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ACE DESIGN 


ALL POPULAR SIZES 


KING DESIGN 


ALL G.C. A. SIZES 


BALL CAP 


10-425 — 18-410 


DESIGN No. 70 
8-425 — 10-425 — 20-410 
The color in which this 
cap is shown on other 

side of page is 
VICTOR GREEN 23 


The color in which this 
cap is shown on other 
side of page is 

VICTOR GREEN 5A 


The color in which this 
cap is shown on other 
side of page is 


VICTOR BLUE 28 


The color in which this 
cap is shown on other 
side of page is 


VICTOR BLUE 26A 








An example of Victor 
designing. 


All inquiries, regardless of size, 
will receive prompt attention. 


Requests for samples and prices 


_ Prompt deliveries on black caps 
will receive prompt attention. 


from large stocks. 
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DESIGN No. 50 


8-425 — 10-425 


TASSEL CAP 


8-425 — 10-425 15—425 


8-425 — 10-425 
The color in which this 
cap is shown on other 
side of page is 
VICTOR RED 2 


The color in which this 
cap is shown on other 
side of page is 
VICTOR RED 24 
Technical skill developed thru 


moulding experience assures a 
satisfactory closure. 


The color in which this 
cap is shown on other 
side of page is 

VICTOR GREEN 4A 


The color in which this 
cap is shown on other 
side of page is 


VICTOR MAROON 11A 


" 
" 
" 
" 
" 
FLAME CAP DESIGN No. 60 
" 
Q 
" 
Q 
" 
Submit your design problems to This cap will appear colored 
Victor. ) in the June issue. 


This cap will appear colored 
in the June issue. 
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The color shades referred to above and many others are shown by 10 m/m Ace design caps mounted on a stock 
color card. This card will be promptly mailed upon request. 


—  — 





; ie iS : , "MOULDING ‘DIVISION ; A iia 
a ICTOR METAL PRODUCTS. CORPORATION 
)0 DIAMOND STREET | BROOKLYN » NEW YORK 
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When you need just the right 
chemical to make your idea 


or your product “click” — 


reach for 


Albert Verley Aromatics 


>_ =_>_ > »> 





New edition of this beautiful, 
useful, reference book now on the press 





— be sure your name is correctly listed to receive a copy 


New suggestions for basic floral 
odors... many new chemicals and 
specialties . . . complete list of 
natural products by V. Mane Fils 
... 12 new color plates . . . Every- 
thing you always expect of a new 


Albert Verley price book,and more. 


Today, when world conditions 
more than ever emphasize the 


value of a dependable source of 
supply in America, you owe it to 
yourself to study this book — to 
acquaint yourself with the tremen- 
dous job done by the house of 
Albert Verley in developing com- 
plete manufacturing facilities for 
fine aromatic chemicals and the 
famous specialties of Dr. Albert 
Verley, entirely inthe United States. 





v 
v 


Fill out the cou- 
pon—tear out and 
mail today to re- 
serve your copy. 
Distribution limit- 
ed because of the 
cost of issuing this 
beautiful book. 





Tear out and mail a 


ALBERT VERLEY, INC., 1621 Carroll Ave., Chicago, IIl. 
Please send me the new edition of ‘‘Albert Verley Aromatics.”’ 


Albert Verley 


artomalick- 


ALBERT VERLEY, INC., D. A. Bennett, President © 1621 Carroll Ave., 
CHICAGO, ILLINOIS e¢ 114 EAST 25th STREET, NEW YORK 
MEFFORD CHEMICAL CO., LOS ANGELES 
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CONTRIBUTING 


CLEANLINESS 


SPECIALTIES: 


CITRIC ACID 

CITRIC ACID ESTERS 
GLUCONIC ACID 
CALCIUM GLUCONATE 
TARTARIC ACID 
CREAM TARTAR 
ROCHELLE SALT 
SEIDLITZ MIXTURE 
TARTAR EMETIC 
BISMUTH SUBNITRATE 
BISMUTH SUBCARBONATE 
BISMUTH SUBGALLATE 
CHLOROFORM 
POTASSIUM IODIDE 
SODIUM IODIDE 


FACTORS: 


IODINE RESUBLIMED 
CALOMEL 

CORROSIVE SUBLIMATE 

RED PRECIPITATE 

WHITE PRECIPITATE 
AMMONIUM CITRATE 
ASCORBIC ACID 

ISO ASCORBIC ACID 
POTASSIUM CITRATE 
SODIUM CITRATE 
PHENOLPHTHALEIN 

FERRIC AMMONIUM CITRATE 
FERRIC AMMONIUM OXALATE 
FERRIC SODIUM OXALATE 
STRYCHNINE 


RESEARCH 


YOU CAN HAVE CONFIDENCE IN - 
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Founded in 1849 . . . Chas. Pfizer & Co. is now ninety 
years old. Few firms in this country can look back on so long a life. 
Fewer still can look back on so many years of outstanding service to 
humanity. 

When Chas. Pfizer & Co. was founded, the United States was still 
mainly agricultural—with vast areas in the West still sparsely inhabited 
by Indians, trappers and a few hardy pioneers. The chemical industry 
was still in its infancy. Chemicals were scarce, high-priced and of none 
too dependable quality. The first aim of Chas. Pfizer & Co. was and is 
to produce a dependable supply of chemicals of exceptionally 
high quality. 

Patient research and a rigid adherence to quality standards have won 
for Chas. Pfizer & Co. well-merited success. Today the Pfizer plant 
covers many acres, and Pfizer Chemicals serve an almost incredibly 
wide range of human needs. 


~ PFIZER--~ 


Manufacturing Chemists 





81 MAIDEN LANE, NEW YORK 444 W. GRAND AVENUE, CHICAGO, 
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College girls have original as well as discriminating preferences in perfumes and cosmetics. They set the styles 
and influence trends among young women throughout the country. The manufacturer whose products appeal 
to the college girl lays the foundation for preference that may be carried on through the mature years. The creation 
of perfumes and cosmetics with the proper character of freshness is difficult to achieve. Givaudan offers not only 
a wide variety of regularly approved odors, but an interesting number of specialties that can be used as bases 
for building many novel and ‘‘different’’ effects~in perfumes, creams, soaps, lotions, powders, lipsticks, toilet 
waters, and many other items. Our staff will be glad to cooperate in employing these specialties to obtain the 


best and most economical results in your lines. 


GIVAUDAN-DELAWANNA, INC., 80 FIFTH AVENUE, NEW YORK, N. Y. 











yours Is A MIGHTY IMPORT 


@ There can be no guesswork in this They meet the industry's more recent 

business of manufacturing pharmaceu- requirements. 

tical, industrial and cosmetic products: Generous working samples of Atlantic's 
So, very naturally, your White Min- famous Atreols and Ultrols are yours 

eral Oils must be up to the mark in for the asking and will be sent to you 

every particular; should be made by @ promptly. Just write The Atlantic Refin- 

concern of unquestioned integrity- ing Company: Technical Sales Divisi 
Atlantic White Mineral Oils. U.S.P., are 260 South Broad Street. 

uniform and pure: They are priced right. Philadelphia. Penna: 


! 
ATLANTIC WHIT OILS == 
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It is generally recognized that the dis- 
comfort and danger of burning and 
blistering from exposure to the sun is 
no longer necessary in order to obtain a 
healthful and attractive suntan. By 
using a reliable preparation containing 
an effective sun screen filter, the burn- 
ing and blistering can be avoided. 


Benzyl Salicylate and Menthy] Salicy- 
late are effective screens for this pur- 
pose. These products obscure better than 
95% of the ultra-violet rays between 
2900—3100 Angstrom units, which are 
the rays believed to cause the burning 
and blistering. We can suggest for- 
mulas for incorporating these screens 
in your suntan preparations. 


Chemicals for use in the manufacture 
of suntan preparations are available 
under the Merck label, as well as 
chemicals for use in preparations for 
the relief of sunburn. 


MERCK & CO. Ine. 
New York . Philadelphia 
510 





MERCK CHEMICALS USED IN 
SUNTAN 
AND SUNBURN PREPARATIONS 


Menthy! Salicylate 
Benzyl Salicylate 
Quinine Salts 
Calamine 
Lanum (lanolin) 
Chlorobutanol 
Benzocaine 
Zine Sulfocarbolate 
Glycerin 
Zinc Oxide 











Merck & Co. Inc. has been a pioneer in 
the promotion of sun screen filters. 
We will gladly assist you with any 
problems you may encounter in the 
manufacture of your preparations. 


Manufacturing Chemists 
St. Louis ° 
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FINE CHEMICALS FOR THE 
PROFESSIONS AND INDUSTRY SINCE 


* 7676 * 


RAHWAY, N. J. 
In Canada: Merck & Co. Ltd., Montreal and Toronto 
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A Perfect Sun Tan Product 
MUST CONTAIN 


+e 


F ul tr OS ol A e e ° for creams, liquid creams, oils, etc. 


@ $3.50 lb. 
RO nk ncee icine 3.35 lb. 
TOE TA: CO NON |. . os boinc i 3.25 lb. 


F ul tr OS ol B eo. ee water soluble, therefore for aqueous 


emulsions, lotions, etc. Also suitable 
for lotions containing diluted alcohol. 


@ $2.00 lb. 
Re, Ric cere a ae a) ea 1.85 lb. 
TER Te Oe We oe isos yee 1.75 lb. 


*We will be pleased to supply suggestions and formulas for the use of 
FILTROSOL in creams, liquid creams, vils and lotions, upon request 
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Fi Lvores ins These ideal light colored fixatives completely solve the 
vos of stabilizing perfume materials. Their use reduces cost and increases 

sting property. Recommended for toilet soaps, alcohol perfumes, and toilet 
preparations in general. 


ABOUT 2-5 OZS. TO 100 LBS. OF SOAP. 
¥y%-X% OZS. TO 1 GAL. OF PERFUME. 


Bitter almond 4 
Carnation ’ Orange Flower 
Citrus ‘ Patchouly 

Eau de Cologne i eeeetapaee 
Hyacinth 
Jasmine 
| geal 











Schimmel & Company, Ine. 


601 West 26th Street - - New York, N. Y. 
CHICAGO CINCINNATI CLEVELAND LOS ANGELES NEW ORLEANS 
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we invite your inquiries for 
AROMATIC CHEMICALS 
ESSENTIAL OS ANOD: Oe 
WELL KNOWN PERFUME BASES 


x 


ALLONDON-BAYONNE COMPANY. 


11 PARK PLACE, NEW YORK CITY, TELEPHONE WORTH 2-2264—2265 
_ CANADIAN BRANCH: ALLONDON-BAYONNE COMPANY, 80 EAST RICHMOND ST., TORONTO 
512 The Drug and Cosmetic Industry May ’40: 46, 5 
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...to ask these 6 Questions 


about Transparent Packaging 


YOU: Why should | consider Transparent Packaging? 
RITCHIE: Because it is a new and effective packaging medium. Because 
it shows your product to the best possible advantage, gives it 


new display value and sales-appeal. Just look at the Transparent 
Packages on display these days in almost any store. 


YOU: But how do | know it's suitable for my product? 

RITCHIE: Maybe it isn't. Yet we are making sales-winning Transparent 
Packages for such diverse merchandise as shoes, hosiery, cos- 
metics, jewelry and so forth. It is a very flexible medium as far as 
design, durability and protective features are concerned. 


YOU: Would it require changes in my production methods? err 

RITCHIE: From our experience, we'd say probably not —or, if so, only CHIE IS THE LARGEST pack- 

slight changes. PPP in the country 

, Producing Set-Up Paper Boxes, 

YOU: How much does it cost? Fibre Cans and Taisiieaaas 
RITCHIE: Not as much as you might think — though, of course, as with Packages. Have the advant 

other packages, price depends upon the type required. Basically, of Ritchie's 74 years sate ages 

ing i hibitively costly for most articles. : en 

Transparent Packaging is not prohibitively costly for most articles money-saving facilities and na- 

tlon-wide service, whichever 
type of package you need. 


YOU: Can | see samples and suggested designs? 
RITCHIE: Of course! We'll be delighted to supply them and to work with 
you in every way possible, once we know more about your 


problems. Why not write to us now? 


SET-UP PAPER BOXES 
FIBRE CANS 
TRANSPARENT PACKAGES 


AND COMPANY 
8847 BALTIMORE AVENUE @ CHICAGO 


DETROI 
T LOS ANGELES ST. LOUIS ST. PAUL DENVER 

















“°D & @re 


OUA L 
is suaranteed in the 
Natura] Raw Material, 


We Supply to Perfumers 
AM BERGRIs 





DsZ0 DODGE °®& 


180 VARICK STREET 


Branches: BOSTON - CHICAGO - PHILADELPHIA - ST. LOUIS + LOS ANGELES 


Helfrich Products are fully insured 
with Products Liability Insurance. 


Helfrich Products comply in every respect 
with government regulations. 


Helfrich Products are never sold at retail to compete jae 


with our customers. 


INTEGRITY... the One 


dation upon which are 


built our manufacturing 


and trade policies. 


HELFRICH 
LABORATORIES 


HELFRICH LABORATORIES OF N. Y., INC., 30-34 WEST 26TH ST., NEW YORK 
HELFRICH LABORATORIES, INC., 564-570 WEST MONROE STREET, CHICAGO 
HELFRICH LABORATORIES OF CANADA, LTD., 690 KING ST. WEST, TORONTO, ONT. 
BALDWIN & BALDWIN, 819 SANTEE STREET, LOS ANGELES, CALIF. 

CHARLES H. CURRY, 420 MARKET STREET, SAN FRANCISCO, CALIF. 

CABLE ADDRESS: HELFLABS, NEW YORK CHICAGO TORONTO 
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Staff Allen's . 
{ €nalis f 


Distilled 





Character, experience 
and ability in the 
important matter of 


producing Quality Oils 











STAFFORD ALLEN & SONS LTD., 
LONDON ENGLAND 


CLOVE 
LAVENDER 
NUTMEG 
ORRIS 
PATCHOULY 
PEPPERMINT 
SANDALWOOD 


UNGERER & CO. 


13-15 W. 20th ST., NEW YORK 


Philadelphia Boston San Francisco Chicago 
St. Louis Los Angeles Toronto 
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Four Aluminas comprise the C-700 series, offer- 
ing varying chemical and physical properties. 





Ath About... 


Activated Alumina 
which has interesting adsorptive 
properties and is used in many 
pharmaceutical plants to solve the 
problem of providing dry atmos- 
phere for handling deliquescent, 
effervescent, and _ difficult-to-dry 
materials. Powdered Activated 
Alumina adsorbs odors and takes 
up considerable quantities of mois- 
ture without caking. 


These light, fluffy powders, Aluminas in the C-700 series, are worth 
examining if you require powders for cosmetics or pharmaceuticals, 
or if you use a white, inert filler in powder form. 

They are hydrated Aluminas in particles of extremely small and 
uniform size. Chemically they are stable and neutral. Texture of 
each powder is very fine, soft, and smooth. Certain Aluminas of the 


series are sufficiently reactive to combine easily with weak organic Gelatinous Alumina 


acids and with alkalies, and in many cases are preferable to ordinary 
crystalline hydrated Alumina for preparation of Aluminum com- 
pounds. These are also capable of being colored. 

If you would like samples and further information, mention the 


“C-700” Aluminas in writing to us or calling our local offices. 


ALuminum Company oF America, (Sales agent for: ALUMINUM 
ORE COMPANY) 1964 Gulf Building, Pittsburgh, Pennsylvania. 





which reacts directly with organic 
acids to produce Aluminum Salts 
such as Aluminum Stearate, and 
also has emulsifying properties 
usable in many pharmaceutical and 
cosmetic preparations. 








ALUMINUM ORE COMPANY 





ALUMINUM AND FLUORINE COMPOUNDS 
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GENERAL OFFICES 
99-117 North Eleventh Street, New York, Borou fol am sd aeko) aban 
ST. 4 DEPOT, 915 MARKET STREET, ST M 
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Some years ago, in order to give a more intimate service to 
our customers here, we established a perfume laboratory in 


America. 


This laboratory, collaborating with our laboratories in 
France, and benefiting by the many years of world wide ex- 
perience in developing perfume odors and perfume specialties of 
the ROURE BERTRAND FILS & JUSTIN DUPONT labora- 
tories in Grasse, has long been in an excellent position to work 
with American perfume and cosmetic companies in developing 


original odors of great public appeal. 


We invite you, who are now developing a new product 
which needs that original perfume note, to visit our laboratory 


for consultation. 


ROURE-DUPONT, INC. 


353 Fourth Ave., New York City 
Agents for 
ROURE-BERTRAND FILS & JUSTIN DUPONT 
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METAL NOVELTIES TO INDIVIDUAL REQUIREMENTS 


JAR CAPS @ 


BOTTLE CAPS 


ty) Cye 
canaltes BY BRIDGEPORT 


Bridgeport compact cases and vanities are outstanding for style and 
craftsmanship. Vanities such as these can be produced to specification 


to harmonize with any cosmetic line or color scheme. 


PENCIL HOLDERS 


a EE * 


Brivcerort Merat Goons Merc. Co. 


BRIDGEPORT, CONN. Phone Bridgeport 3-3125 ESTABLISHED 1909 
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ANTOINE CHIRIS 


COMPAN Y 
115 East 23rd Street, NEW YORK, N. Y. 
Tel: Gramercy 3e7252 Cable: Chiris, New York 


Sole;Distributors in North America for 


ANTOINE CHIRIS 


PIERRE DHUMEZ & C? 
PARFUMS PREMIERS 


PILAR FRERES 
GRASSE, PARIS (FRANCE) 


With the background of nearly 175 years 
of experience, service and reputation in 
the creation of 


PERFUME BASES 








The Sun Never SetsontheDomains | of THE HOUSE OF CHIRIS 
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CONCENTRONE 


A NEW PRINCIPLE in Perfume fix- 


ation, completely eliminating the 
problems of lasting quality in 


perfume concentrates 


A free sample and infor- 
mation upon request 


orda 


ESSENTIAL OIL AND CHEMICAL COMPANY, INC. 


NEW YORK OFFICE 
601 WEST 26TH STREET 


CHICAGO: 325 W. HURON STREET ST. PAUL: £536. 4 STRERT 
LOS ANGELES: 2800 E. 11TH STREET HAVANA, CUBA: SAN LAZARO #671 
ST. LOUIS: 1123 WASHINGTON AVE. CANADA: 119 ADELAIDE ST., W. TORONTO 
SOUTH: CANDLER ANNEX BLDG., ATLANTA, GA, 295 YOUVILLE SQ., MONTREAL 
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“If sales prove anything (and what else does?) 
we have a most attractive cap in the R-O,” says 
Pond's Extract Company. “The machines for 
applying R-O's are just as smooth working as 
the caps are good looking. In the 15 years 
we've used them we've never had any kind of 
trouble worth mentioning.” 


It’s the women’s vote that decides things. Their 
votes, in cash, for Pond’s at toilet goods counters 
prove that R-O seals have ample style and 
sales-appeal. 

From the production man’s standpoint, the 
R-O is perfect. It’s a tighter seal; holds volatile 
perfumes and prevents creams from drying out. 


Its original cost is low. Cap application is fast, 
efficient and economical. Machine maintenance 
is low. There’s no cap breakage. Rarely any glass 


breakage. No rusting inside. | 
Proof... plenty of it...of every single one of 
these points of superiority is yours for the asking. 


AT YOUR SERVICE: 26 
YEARS OF EXPERIENCE 
BUILDING QUALITY 
SEALS AND SEALING 
MACHINES TO FIT THE 
NEEDS OF THE USER. 





Four of a large battery of efficient semi- 

automatic AC Alseco Machines that apply 

attractive, tailor-made R-O seals at Pond’s 
Extract Company, Clinton, Conn. 





FOR SAMPLES AND 
PRICES OF ALSECO 
SEALS, WRITE ALUMI- 
NUM SEAL COMPANY, 
1323 THIRD AVE., NEW 
KENSINGTON, PENNA. 
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* We? AS MUCH 
SODA BICARB/ 


PACK IT IN PRACTICAL GLASS... MAKE SALES 
FOR THE KITCHEN AS WELL AS THE BATHROOM 


@ In your own home, the old Soda Bicarb package travels many a 
weary step. Down to the kitchen. Up to the bathroom. And it’s always 
hard to find because it’s always buried on the back of the shelf. 

But dress your Soda Bicarb in a glass package that’s convenient, 
practical and good looking and folks will leave it out where it can be 
seen—and used. They'll buy an extra package; give it a place of honor. 
You can’t expect them to do that with a package that gets limp and 
soggy—that’s hard to open and harder to close—that you can’t get 
a spoon into—that looks cheap and just doesn’t fit! 

We have some mighty practical ideas about packaging and selling 
Soda Bicarb. We'd like to tell you about them. You see, Anchor 
Hocking is the only company that offers you a complete packaging 
service — containers, caps and capping machinery — plus technical aid 
based on wide experience in packaging, shipping, merchandising and 
selling. 

Drop us a line, or send a wire. We'll send a man who is ex- 
perienced in your line of merchandise to tell you our story of how you 

can increase sales and profits on Soda Bicarb by packing it in 
a glass container sealed with an Anchor Amerseal Cap. 


ANCHOR HOCKING GLASS CORPORATION, Lancaster, Ohio 
Closure Subsidiary: ANCHOR CAP & CLOSURE CORPORATION 
Long Island City, N.Y. and Toronto, Canada 


» AnicoR MOCkING 


-an unbeatable combination 


I 


| 















Patented in U. S. A., Canada, Great Britain 


and other countries. 
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Cross-section of *‘NEW PER- 
FECTION” Dropping Outfit 


Bulb of high grade live rubber, with extra 
heavy **spring-cushion"’ flange (A-B) insures 
easy, perfect closure by slight turn of cap. 
Ample clearance between lower edge of cap 
and rib on bottle neck (C) to prevent break- 
age of cap by screwing on too tight. Dropper 
glass perfectly formed, with deep Flange at 
top fitting snugly in groove of rubber, and 
short taper at lower end for maximum 
strength. Well rounded tip without rough 
edges. (D) 
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ubstanee or 








hadow 


Which is More Important ? 


The old cynic would say: ‘The 
shadow, my boy, the shadow!" 
Which is just his facetious way of 
reminding us that people judge 
more often by what they can actual- 
ly see—mere externals—than by 
inner worth or merit. Incidentally, 
the old cynic has answered the very 
question you must have asked your- 
self a thousand times: ‘*‘Can physi- 
cians, dentists, nurses, or laymen 
really appreciate the fine points of 
excellence in every drug or cosmetic 
preparation, or is their choice apt to 
be influenced by. the IMPRESSION 
made by the package, label, bottle, 
or Dropping Outfit which comes 
with it?" 


Is it conceivable, for instance, that a 
mediocre dropping outfit will convey 
the impression that your product is 


No. 1 


Non-rolling, extra depth, bake- 
lite cap; non lling, Ameki 
synthetic rubber part, without 
strong odor; Saftee ball glass. 


No. 2 

Double shell metal cap; special 
on flangerubber part; special bent 
glass. 








much better? Or that high class 
dropping parts like NEW PERFEC- 
TION will not subtly convey the im- 
pression that your product is of the 
best? Because the answers to these 
questions are fairly obvious, a large 
majority of America’s most success- 
ful manufacturers and merchandis- 
ers of drugs and pharmaceuticals use 
NEW PERFECTION with all their 
products requiring dropping parts or 
dropping outfits. The New Perfec- 
tion parts are designed by specialists 
and are precision-built within 
microscopic limits, from the highest 
grade materials. They are tight, 
stay tight, and function perfectly. 


If you furnish dropping parts with 
any of your products, tell us about 
your needs and let us submit, with- 
out obligation on your part, samples, 
suggestions, and prices. 


iT 


No. 3 


Single shell metal cap; clutch rubber 
part; tooled blunt glass. 


No. 4 


Regular or acid resisting plastic cap; 
regular rubber part in various colors; semi- 
blunt glass. 





PENNSYLVANIA GLASS PRODUCTS CO. 


418-20 NORTH CRAIG STREET 


PITTSBURGH, PA. U. S. A. 


(NOT AFFILIATED WITH ANY OTHER GLASS CONCERN) 


DROPPING 


PARTS 




















~) our Judgment Day comes, not once in an Eternity, but 


la 
c= 


use, your cosmetics and toiletries will be judged. They will not be 


every day—in my lady’s boudoir. Through her discriminating 


found lacking in flattering color, seductive fragrance, enhancing 
formula, or smart packaging, if you have them manufactured by Allied. 


LIPSTICKS APLI ¢ ROUGE SUPREME ¢ FACE POWDER APLI « MASCARA APLI « EYE SHADOW APLI 

OTHER ALLIED SPECIALTIES: TALCUM POWDERS e DUSTING POWDERS e FACE POWDERS 

PERFUMES e TOILET WATERS e SACHETS e MANICURE PREPARATIONS e CREAMS e LOTIONS 

DEODORANTS e DENTIFRICES « BATH SALTS ¢« SHAVING PREPARATIONS e SKIN TONICS 
HAIR AND SCALP PREPARATIONS 


ALLIED PRODUCTS, Ine. * 30 ROCKEFELLER PLAZA, N.Y. C. 


/ MAKERS OF THE WORLD’S FINEST COSMETICS AND TOILETRIES « PRIVATE BRANDS EXCLUSIVELY ~- 
PLANT AND LABORATORIES: SUFFERN, NEW YORK 
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ESSENTIAL OILS e PERFUME BASES *® 


TWO FINE ODORS 


SOME, 


An unusual perfume for creams, lotions and 
powders. Its lovely flower note has added materially 
to the sales appeal of those cosmetic products 


© Sl1IO SSITANIda3 1 


Eftrers © ETC. 


which are directed at the discriminating buyer. 


Price $6.50 lb. 


typle Fy lossom Bat So, 


The Apple Blossom odor is very much in demand 
at present. This base has attracted considerable 
attention in the last few years because of its fra- 


FLAVORING MATERIALS ° 


grancy and unusually fine odor. Apple Blossom 253 
is particularly suitable for lotions and face powders. 


Price $9.00 Ib. 
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Los Angeles 514 Game Gengiisland City, Mae 8 Sou. 


Chicag’ 
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ALL-STAR, LINE-UP 








lorry 


STOCK BOTTLES that have a custom-made appearance—and that 
lend themselves to a variety of smart packaging ideas. 
(From left to right) 
R-31: Available in 1 dram, 2 dram, !/2 oz., 1, 2, 4 and 8 oz. 
C-39: Available in '/, ounce, 1, 2, 4, 6, 8 and 16 oz. 
D-62: Available in '/. dram, !/g, 1/4, 1/2, 1, 2, 4, 6 and 8 oz. 
J-32: Available in '/, ounce, 1, 2, 3, 4, 6, 8 and 16 oz. 








SWINDELL BROS., BALTIMORE, MD. + 200 FIFTH AVENUE, NEW YORK 
ROBERTO ORTIZ, HAVANA, CUBA 





Naugatuck i Aromatics 


DIVISION OF UNITED STATES RUBBER COMPANY 


12 EAST 22nd STREET e« NEW YORK, N. Y. 
440 W. WASHINGTON STREET, CHICAGO, ILL. @ H.M. ROYAL, Inc., 4814 LOMA VISTA, LOS ANGELES, CALIF. 





The perfumer who is interested in a basic source of supply, such as an American manv- 
facturer of aromatic chemicals; in direct contact with primary markets, as with Bruno Court 
and C.A.P.P., in association with the creative centers of the perfume industry, as is true of 
both Laboratoires Louis Bornand, Paris, and Bruno Court, Grasse, France, will understand the 
resources and advantages of Naugatuck Aromatics in their association with these companies. 


NAUGATUCK CHEMICAL (Division of United States Rubber Company, Naugatuck, Conn.) 


Here you have an American factory, American owned, manufacturing and pioneering in the research of aromatic chemicals. 


BRUNO COURT, Grasse, France. 


For more than 128 years a respected and well-known name for high quality specialities and bases for the creation of per- 
fumes and odors for cosmetics. One of the oldest houses in Grasse in distillation and extraction of natural products— 


Absolutes—Essential Oils—Resinoids. 


C. A. P. P. (Compagnie Africaine des Plantes a Parfum) Casablanca, Morocco. 


Established in various parts of Africa, with depots and plantations, and with the most modern distilling and extracting 
plants under European control. A wide range of absolutes, oils, terpeneless oils, are sent to us from this primary source. 


LABORATOIRES LOUIS BORNAND, Paris, France. 


Modern laboratories in Paris for the production of aromatic chemicals. Many valuable and unusual contributions to the art 
of perfumery have been made by these laboratories. 


BASIC PERFUME SPECIALTIES 


The intimate and direct association of our perfume laboratory here in America, with American research in Aromatics, with 
similar specialized research in Paris, with the extraction and distillation of aromatic substances in Grasse and Africa, and 
especially with the long recognized creative ability in perfumery of Bruno Court, gives us unusual facilities and advantages 
for offering you a varied selection of attractive odors or for creating an odor for your special purpose. 
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A LARGER BOOK, BETTER 


ARRANGED. WITH VALU- 
ABLE NEW DEPARTMENTS 


Over 4,500 copies of the last edition were distributed to 
buyers, chemists, perfumers, plant managers in the United 
States and to drug and cosmetic manufacturers in over 


32 foreign countries. 


Here are some of the features in this new edition which 


will make it a must for ready reference in your office— 


different color paper for quick reference for: Packages, 


I Directory in three separate, but consecutive sections, on 
Equipment, Chemicals and Raw Materials. 


The cream of formulas, manufacturing methods, practical 
articles, assembled from the last two years of Drug and Cos- 
metic Industry and other literature. 


Statistics—10 year range in prices on over 1,000 materials, 
imports, etc. 


Laws affecting this industry, enforcement officials, and 
bers of associations in the trade. 


The most complete reference of sources of su 
trade ever published. Full story, many in c 
where to buy and who to buy from. 














ne new 1¥4U-41 edition of the 
JRUG AND COSMETIC REVIEW 


HERE’S THE TABLE OF CONTENTS: 


A book every manufacturer and packager will surely need 


ADVERTISERS’ INDEX .. 
PACKAGING AND SERVICE DIRECTORY . 
PACKAGING DRUGS AND COSMETICS . 

Gift Packages : ; P 

Line or Family Packaging 

Using Transparent Containers . 

Using Stock Containers . 

Lipsticks and Compacts 

Perfumes and Colognes 

Packaging in Tubes 

Bottle Decoration 

Plastics in Packaging . 

Packaging Men’s Preparations 


MACHINERY AND EQUIPMENT DIRECTORY. 


RAW MATERIALS DIRECTORY . 
RAW MATERIAL SOURCES antes: F 
FORMULATING DRUGS AND COSMETICS 
Absorption Bases . ; : P ; 
Antacids 
Antipyretics . ‘ : 
Antiseptic Value of Dentifrices 
Astringent Drugs . 
Astringent Formulas 
Baby Preparations 
Bath Preparations 
Creams . 
Deodorants 
Face Masks 
Face Powders P 
Face Powder Raw Materials 
Massage Preparations 
Formula Variation 
Granulating Methods 
Hair Dyes . 
Laxatives . 
Liquid Creams 
Liquid Lip Rouges : 
Raw Materials Used in Lipsticks 
Local Anesthetics : 
Make-Up Preparations 
Making Stable Creams 
Nail Lacquer 


Ointment Bases 
Permanent Wave Selatan 
The Salicylates . 
Shampoos 

Skin Lotions 

Liquor Antisepticus 
Soapless Shampoos . 
Stimulants 

Hair Creams 

Styptics . 

Sulfanilamide 

Suntan Preparations 
Tooth Paste Developments 
U. S. Tooth Paste 
Dentifrice Abrasives 


LEGAL SECTION 


Food, Drug, and Cosmetic Act and Regulations for 
Enforcement . é : ’ : ? 

Wheeler-Lea Act . 

Robinson-Patman Act 

Enforcement Officials . 


ASSOCIATIONS 


Allied Drug & Cosmetic han of Mich. 

American Drug Manufacturers’ Association 

American Medical Association 

American Pharmaceutical Association . 

American Pharmaceutical Manufacturers’ Asso. 

California Cosmetic Association 

Drug, Chemical & Allied Trades Section, Ne ew York 
Board of Trade 

Federal Wholesale Druggiste’ Association of the 
United States : : 

Flavoring Extract Miessdeatnmens’ Auuuiiilaliiien 

National Wholesale Druggists’ Association . 

New England Toilet Goods’ Association . 

Proprietary Association . , 

Southern Toilet Goods’ hensieaiin : 

Toilet Goods’ Association ; 


STATISTICAL SECTION 


Raw Material Prices, 1929-1939 
Raw Material Imports, 1935-1939 


THE DRUG AND COSMETIC INDUSTRY 


101 West 31st Street 


e New York 
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NOTICE to Foreign Manufacturers: 


From many countries letters tell us how valuable and useful the 
previous edition of the Review has been abroad. Over 32 foreign 


countries received copies of the last edition. 


This new edition, because it is more complete in the departments 


of value to manufacturers or importers abroad, will be even more 


useful. 


Shipments of this edition will be made to any country, at the 


regular domestic price of $3.00. 


THE DRUG AND COSMETIC INDUSTRY 
101 WEST 31st ST., NEW YORK 








THE GLAMOUR GIRL 


DEMANDS 


GLAMOUKOUS 
ODORS 


IF YOU ARE 
SEEKING A NEW 


WE HAVE THEM F acces anu a 


FACE POWDER e ROUGE 
SACHET e SOAP OR 
ANY OTHER ITEM 
SEND US YOUR 
UNPERFUMED MATERIAL 
OUR LABORATORY 
WILL TEST 
VARIOUS ODORS 
IN YOUR PRODUCT 
AND RETURN 
SAMPLES 
FOR YOUR SELECTION 
ESTABLISHED OUR CATALOG 
1885 LISTING 
BLENDED PERFUME OILS 
WILL BE MAILED 
PROMPTLY 
ON REQUEST 
“G. L.”” ODORS 
ACTUALLY HELP 
bss : TO SELL COSMETICS 


COMPOSITION 
OF OUR PERFUME OILS WE SPECIALIZE 


INCLUDE MANY OF THE PRODUCTS IN CREATING 
WHICH ARE DISTILLED IN OUR OWN FACTORY NEW ODORS 


= 
‘GEORGE LUEDERS & CO. 


427 WASHINGTON STREET --- NEW YORK CITY 


BRANCHES: — CHICAGO -~- SAN FRANCISCO — MONTREAL 














EXCLUSIVE REPRESENTATIVES FOR—BATZOUROFF & CO.,SOFIA, BULGARIA and CAMILLI, ALBERT & LALOUE, GRASSE, FRANCE 
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THEY LOOK 
ALIKE -, 


{ONE IS. DIFFERENT 


Maxe no mistake about it, CROWN Screw Caps are 
different. They are the only caps with the Deep Hook 
Thread . . . a feature that assures definite advantages in 


the sealing of your product. 


Because of this patented thread construction, CROWN 
Screw Caps spin on the glass thread faster —seal tighter 
with the same application force—and are far easier to re- 
move. For many users of screw caps they have solved the 


problem of obtaining better sealing at no increase in cost. 


Give your product the benefit of the increased efficiency and 
security which CROWN Screw Caps provide. An adequate 


supply for testing will be sent without cost or obligation. 


CROWN CORK & SEAL CO. > BALTIMORE, MD. 
World’s Largest Makers of Closures for Glass Containers 


IN THE LONG RUN... 


CROWN CLOSURES 
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THE WORLD'S FINEST OILS 
and 
RAW MATERIALS 
DIRECT TO YOU 


ROSE 292 


compounds is com- y ——— _— 


plete and offers you the appeal and fra- 


Let us work with you on your 
problems. Entrust the selling 
fragrance appeal of your prod- 


ucts to us. 


The Drug and Cosmetic Industry 
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PRODUCTS WITH A FUTURE 


CAN BUILD ON 


SHEROLATUM 


THE IMPROVED PETROLATUM, U.S.P. 


When the last tell-tale drop of your pack- 
age lives up to claims of highest quality 
and purity, your product is GOOD... 
good for growing sales — and repeats on 


) 
) 
) 
) 
) 
) 
) 
) 
) 
) 
) 
)) 
every package ) 
) 
) 
) 
) 
) 
) 
) 
) 
) 
) 
) 
) 
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Manufacturers who look to the selling future of their creams and 
cosmetic preparations build the fortune of their products on a 
foundation as dependable and fine as SHEROLATUM. This base 
offers the essential uniformity without which products cannot begin 
to competz in today’s markets. Try it! 


SHEROLATUM is long-fibred, straight run Pennsylvania stock, 
entirely free from sulphur compounds and other impurities. 


SHEROLATUM is odorless, tasteless, safe against rancidity. 


For complete details on this quality base, write to Dept. DCI-5. 


NOTE TO WHOLESALE DRUGGISTS! 
Sherolatum in beautiful lithographed tins makes a profitable resale item. 


SHERWOOD PETROLEUM COMPANY, Inc. 


Refiners of Medicinal and Technical White Mineral Oils, and U.S. P. and Technical Petrolatums 
MAIN OFFICE: ENGLEWOOD, NEW JERSEY 
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ue personnel of S. B. Penick & Co. is 
deeply rooted in the botanical drug busi- 
ness. Most of the executives, technical staff 
and laboratory workers have devoted their 
business lifetime searching for newer ways to 
provide better botanical materials for the 
manufacture of drug and pharmaceutical 
products. That’s why they know practically 
everything there is to know about supplying 
botanicals. They know just what months to 


obtain certain crops for superior potency, how 


to grind the crude materials properly, how to 
convert them into basic derivatives for max- 
imum performance, how to store and package. 
They are keenly alert to the slightest tendency 
towards price fluctuations and they endeavor 
to keep their customers informed of such. In 
short, they make the house of Penick the head- 


quarters for botanical drugs of all kinds. 


IF ITS A BOTANICAL DRUG— 
PENICK CAN SUPPLY IT. 


We shall be glad to quote on your needs for: 


GUMS + CRUDE BOTANICALS + EXTRACTS 


INSECTICIDE BASES - 


ALKALOIDS 


COSMETIC RAW MATERIALS 
S. B. PENICK & COMPANY 


132 NASSAU ST., NEW YORK 


THE WORLD'S LA or 


BOTANICAL 


1228 W. KINZIE ST., CHICAGO, ILL. 


DRUG HOUSE 
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New Lipstick | 
Base! 


Solves the problem of ranecidity! 








Remains stable for an indefinitely prolonged 
period: no rancidity! 

Ingredients: Specially selected oils and waxes 
giving unusual results in combination. No other 
ingredients. 


Extremely high melting point; about 150 degrees Fahren- 
heit (65 degrees Centigrade). 





Therefore will not melt, nor sweat, nor crumble in the 
hottest weather. 


Very soft to the lips. 
Non-drying. 





Send for sample. 
Please write on 


your letter head. Me os 


Jules Mascara 
Mioontenier In cake, paste and liquid_form , 4 
& Co. Rouges 


Dry and paste 





— —— 


417 N. State Street, Chicago, II. | 
Face Powders : 


Products Liability Insurance carried 4 


ll our products for our clients. 
aye Deodorant creams 
and lotions 








See 
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, pioneer in the manufacture of organic chemicals, is producing a large 
vartety of products required for the aromatic chemicals and allied industries. Its 
research and manufacturing facilities are constantly aiding in the creation of new 
products. Outstanding in Du Pont’s complete line of aromatics are: 


Alpine Violet Dimethyl Anthranilate Anisic Alcohol 
Isoborny! Acetate Alcohol C-8, C-10, C-12, 


Astrotone*t{ 
for fine perfumes 
Together with the usual staple products 


Amy] Salicylate Dimethyl] Hydroquinone Isoborneol 
Methyl! Anthranilate 


Anisic Aldehyde Geraniols 
(Aubepine) Gerany] Acetate Musks 
Benzyl Acetate Hydroxycitronellal Rhodiones and Methyl 
Coumarin Hyacylene a Rhodiones 
Cuminic Aldehyde acetal of Phenyl Rhodinols 
Dimethyl] Acetal of acetaldehyde) Terpineol 
Hydroxycitronellal Iso Amy] benzyl ether Terpinyl Acetate 


When you need either technical advice or superior aromatics, turn to Du Pont. 
Let us suggest how we may help you in meeting your requirements. Write today to 
EF. I. du Pont de Nemours & Co. (Inc.), Fine Chemicals Division, Wilmington, Del. 


*Reg. U. S. Pat. Off. 


AES. u. 5. PAT.OFE 











TOMUMMES 














AN HONORED NAME 
RECOGNIZED FOR SPECIALIZED SERVICE 
IN NATURAL GUMS and VANILLA BEANS 


For more than 80 years consumers have known T & B as direct 
importers of natural gums and vanilla beans. 


During these many years our direct connections and intimate as- 
sociation with foreign sources and producers has assured our 
customers of a dependable and experienced supplier, with 
ample resources to meet their requirements. 


Now, more than ever, consumers realize the necessity of an 
sociation with a supplier who has these experiences and 


Our record of dependable service is your guarantee. 


THURSTON & BRAIDICH 


286 SPRING STREET, NEW YORK 
Represented in Chicago by A. C. Drury & Co., Inc. 
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LABORATORY CONTROLLED 


A CORNER OF OUR ANALYTICAL LABORATORY 


Great SAVINGS with 


BERGAMO 


A PERFECTED ARTIFICIAL BERGAMOT 


PRICE $1.75 PER LB. 


In 25 pound containers. 
Smaller packages slightly higher. 


Due to the unprecedented high prices which Ber- 
gamot Natural has recently reached, BERGAMOL 
has found an even greater popularity and use. 


BERGAMOL is a perfected Bergamot substitute 
and may be used to replace the Natural Bergamot 
in its entirety — in all of its uses — at a great saving. 
































PR DREYER INC 


119 WEST 19th STREET 


NEW YORK, N.Y. 
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PLYMOUTH POWDER BASE No. 7 


A Base for improving either a new or already existing formula 
for face powder. It has remarkable properties in compensating 
the variations between the materials in an existing formula. 

Plymouth Powder Base No. 7 is entirely odorless, will not turn 
rancid or develop odors and it is harmless to any skin. It is a 
straight chemical product produced in our own Plant. 

Up to 15% is strongly recommended in face powder and up 
to 50% in rouge compacts. It is a definite improvement over 
any Stearate and will produce in a face powder greater adhesive- 
ness, smoothness and covering. 

Plymouth Powder Base No. 7 has a particularly fine particle 
size and an independent report certifies that approximately 70% 


PLYMOUTH CRYSTAL “E” OIL 

Constant improvement in the refining of this standard of all 
cosmetic White Oils has resulted in the production of the Ply- 
mouth Crystal “‘E”’ Oil, which is now of U.S. P. Acid Test and 
exceptional purity. It is of the light body and viscosity necessary 
to produce the light, fluffy creams in demand today. It is ab- 
solutely water-white, free of any odor, taste or fluorescence. It 
will not develop any of these characteristics. 


PLYMOUTH WHITE “CIRINE” WAX 


This one grade of White Ceresin Wax has been produced by 
us for more than 20 years and is a standard grade used in many 
nationally-known creams. It is odorless. As the melting point 
has been adjusted to correspond with Beeswax it forms a perfect 
emulsion with Beeswax. Its use produces an exceptional gloss 
in creams. 





Plymouth 


FOR POWDERS 





FOR CREAMS AND LOTIONS 


ESTABLISHED RAW MATERIALS 





of Plymouth Powder Base No. 7 is between 3 and 7 microns in 
diameter. 


PLYMOUTH ZINC STEARATE SPECIAL “A” 
U. 8. P. 

This special grade of Zinc Stearate has been produced for face 
powder manufacturers with the idea in mind of eliminating any 
possibility of a change occurring in the odor of the finished face 
powder, which so often is directly traceable to offensive odors 
developing in commercial and poorly made Stearates. 

Plymouth Zinc Stearate Special ‘“‘A’’ U. S. P. also possesses 
greater adhesiveness, is perfectly white, and is of particularly 
fine particle size. 


“PLYMOLINE”? CREAM BASE 

This is a manufactured base for quick-melting, liquefying 
creams, to which only an addition of perfume is necessary. Due 
to our low manufacturing costs the price of the finished Plymoline 
Cream Base is usually less than the cost of manufacture of similar 
materials to cosmetic houses. 


PLYMOUTH IMPORTED “STEAROL”’ 

Stearol is an imported acid, principally Palmetic, the use of 
which in vanishing-type creams produces an added pearliness 
and luster as well as a smoother and less granular cream. Ply- 
mouth Imported Stearol will also take up more water than the 
usual grades of Stearic Acid generally available. It is practically 
odorless and extremely white. 





ACID: STEARIC TRIPLE PRESSED SAPONIFIED 
And Other Grades 

ALUMINUM STEARATE 

BEESWAX: WHITE AND YELLOW U. S. P. 

CERESINE WAXES 

CALCIUM STEARATE 

CARBONATE MAGNESIA U. S. P. And Technical 

CHALK: PRECIPITATED, U.S. P. 

CHINA CLAY: Imported and Domestic 

COCOA BUTTER 

GLYCERINE, C. P. 

JAPAN WAX 

KAOLIN, U. S. P. COLLOIDAL and Other Grades 

LANOLIN, U. S. P., Imported 

MAGNESIUM CARBONATE U.S.P. and Technical 

MAGNESIUM STEARATE 

MINERAL OILS, White U. S. P. and Technical 











OZOKERITE WAXES, White and Yellow, Im- 


ported 
PETROLATUM U. S. P. All Grades, White to 


Amber 
PARAFFIN WAXES Fully Refined, All M. P.’s. 
PLYMOLINE CREAM BASE 
RICE STARCH, Imported 
SOLUBLE OILS 
SPERMACETI, GENUINE, U. S. P. 

STEAROL 
STEARATES, ZINC, MAGNESIUM, CALCIUM, 

ALUMINUM 
TALC, Italian, French, etc. 
WAXES, All Kinds 
ZINC STEARATE U.S. P. 
ZINC OXIDE U. S. P. Imported 











M. W. PARSONS 


IMPORTS 


and 


59 Beekman Street 


Plymouth Orgahic Laboratories, Inc. 


New York City 





RAW 
MATERIAL 


COSMETIC 


HEADQUARTERS 
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WHAEZ°’S NEW 
EW 


NAHE POLES! 


Events move fast in NAIL POLISH. New fashions, 


new colors, new technical advances. 


The public wants progress---new things; the re- 
tailers demand them. You keep pace with the leaders 
in these new developments and grow, or you tag 


along too far behind and get nowhere. 


DURLIN customers are kept up to the minute in 


new developments, in fashions, colors and technique! 


Right now something new is about to break. IT 
LOOKS BIG! Watch our next month’s advertisement 


for the announcement. 


THE DURLIN CORPORATION 


Producers of The Most Talked About Nail Enamel in The World 
Bil WEST 42nd STREET NEW YORK, N. Y.. U. S. A. 


DURLIN Gives You Service 
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A RECOGNIZED SOURCE OF SUPPLY 


FACTORIES: 
ZAANDAM—HILVERSUM—PARIS 
MILAN—LONDON 
GUTTENBERG, N. J. 
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SINCE 1889 


One of the oldest manufacturers of 
perfume bases and specialties, terpene- 
less oils, and aromatic chemicals, 
POLAK & SCHWARZ, Inc. has long 
been recognized in every country in 
the world as a dependable source of 
supply. With factories in five coun- 
tries, branches in six, and representa- 
tives in every country in the world, 
we have reliable facilities for serving 
customers. 


Our American laboratory, ware- 
house and factory give us every ad- 
vantage here and in collaboration 
with our laboratories and factories 
abroad to meet the requirements of 
American customers. 


PERFUME BASES 
COMPOSITIONS and SPECIALTIES 
ESSENTIAL OILS 
FLOWER OILS 
TERPENELESS OILS 
AROMATIC CHEMICALS 
ETHERS AND ESTERS 
FLAVORS and EXTRACTS 
VANILLIN 


POLAK & SCHWARZ, Inc. 


667 Washington St., New York, N. Y. 


Branches: 
LonDON Paris MiLAN 
MEssINA BRUSSELS SHANGHAI 
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FOUR QUESTIONS 


Everyone Spending Money for Sales and Advertising 


MUST ANSWER 


How can | tell my story to salesgirls in the leading stores and in stores in small cities and how can 
| win their interest and enthusiasm? 


How can | contact with greater frequency and regularity the stores in many prosperous smaller cities? 


How can | influence the trade—the buyer, salesgirl, druggist, chain—to be fully conscious of the 
regularity of my advertising, to expect demand, and to want to go forward to meet it by window 
displays, counter displays, and by using the promotions and help that | want to give him? 


How can | make those hundreds of prosperous class drug and department stores in small cities believe 
that my products carry real prestige and store preference in the big city pace-setting stores? | know 
this is the biggest single sales influence on these rich-market smaller stores. | know my salesman 
and my competitors’ salesmen are very infrequent visitors. How can | keep this one thought of class 
store prestige and preference in the minds of these small city retailers so that | have them coming to me? 


These are mighty vital questions for the men 
spending money for sales and advertising because 
this is where all the money spent for consumer 
advertising, promotions, salesmen’s expenses, etc., 
turns to profit or loss. It is the answer to these 
questions that shows whether the advertising 
dollar does the work of two dollars or of 
twenty cents. 


Your firm can call on salesgirls in big and little 
stores with a friendly introduction once a month. 
Once a month you can talk to the buyers and 
druggists (the worthwhile stores) in small cities. 


Those two facts are more than enough for you 
to say to your advertising agency: ‘Look here! 
These calls are so vital to the success of my pro- 
motions and general advertising that we are 
going to forget the primitive and traditional ideas 
of trade copy and put real thought into the calls 
my company is going to make each month through 


BEAUTY FASHION, (TOILET REQUISITES.) 


And here’s a bigger reason for thinking of space 
in BEAUTY FASHION as equalling in  im- 
portance to you the most expensive consumer 
medium. 


The Drug and Cosmetic Industry 


Retailers, salesgirls, everyone in the industry for 
twenty-six years have thought of TOILET 
REQUISITES as a class magazine of the big city 
department store. It is—and it looks and acts 
the part. And that is why we have been able 
to sell subscriptions so easily to 5,000 smaller 
stores in smaller cities—drug, chain, department 
stores. Buyers and salesgirls in these stores 
thoroughly enjoy TOILET REQUISITES. They 
see what the big stores do in promotion, what 
they sell, who advertises regularly to them. They 
form their own conclusions as to what products 
are on the up in fashion centers, what products 
they, the big ducks in the smaller puddles, should 
feature to show their trade that they too are 
fashion headquarters. 


Some advertisers in TOILET REQUISITES, the 
magazine of BEAUTY FASHION, know this. 
They are the ones using beautiful copy, con- 
sistent advertising. They are the ones telling the 
small cities, indirectly and subtly, to be sure, but 
no less forcefully, that they are in the big time. 
Does it pay? Check how much business you are 
getting outside the top 200 department stores. 
Check how much you think you should get. 
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Why is TOILET REQUISITES now called 
BEAUTY FASHION? We think it’s a swell 
name, in tune with trade trends. But we also 
found that TOILET REQUISITES was being read 
in the stores not as a trade magazine but as a 
beautiful class magazine intimately interesting to 
them because of its whole-hearted interest in 
them. That is why we have made it look and act 
entirely as a class magazine. Now, here is an 
interesting thing that happens when consistent, 
effective advertising is placed in BEAUTY 
FASHION. This is not theory—we have many 


actual case histories. 


Your advertising is beautiful—perhaps in color; 
it commands attention; over a period of a few 
months the trade notices it. They begin to recall 
seeing it before; they are sure that they have seen 
it in other magazines; they are sure you are spend- 
ing a great deal of money and that there must be a 
demand—somebody, those retailers who co- 
operate, are getting the business. 


(1) You magnify the trade’s mental impression 
of your advertising (space and regularity). 


(2) Stores anticipate a demand and go for- 
ward to meet it. 


(3) You find your window displays, counter 
helps and trade cooperation increasing. 


(4) If your product is good and your sales and 
advertising plan sound, the stores really 
do show increased business. 


Euclid didn’t say it but it is an axiom just the 
same: ‘The productive results of consumer adver- 
tising are in direct ratio to the stores’ willingness 
to cooperate. 


How can you visit stores and salesgirls in big and 
small cities? How can you make the trade con- 
scious of your advertising and expectant of con- 
sumer demand? How can you make the little 
fellows who follow the leader look your way? 


Tell your agency to use its best brains on BEAUTY 
FASHION copy. Forget that silly, yes silly, rela- 
tion of plate and art work cost to space. Make 
your agency spread the cost of time it spends on 
trade copy over the whole consumer list. Use 
your best in BEAUTY FASHION. What it 
will do for you, in some cases almost miraculously, 
is the sine qua non of your entire sales planning, 





For Those Who Want Figures 


TOILET REQUISITES reaches 6,000 stores as follows: 
Department stores and specialty shops 
Independent Drug Stores 
Chains 


Repeated surveys show these stores do 80% of the business in perfumes and cosmetics priced at fifty cents and over. 
In leading department stores, incase group subscriptions collected by the buyer, 2,400 salesgirls subscribe 


personally, usually having TOILET REQUISITES sent to their home address. 

Chain store subscriptions are almost entirely store-salesgirl subscriptions, collected for us at our salesgirl sub- 
scription price by chain management. 

In cities under 100,000 we have believed, and found, that one store subscription would reach and be read by 
the majority of the girls in that store. Here are the facts! 

In a survey just completed, among 1,200 stores, mostly small city stores and all stores taking one subscription to 
TOILET REQUISITES, these returns show: 


Number of stores 

Number of buyers reading T. R 
% of buyers reading T. R 

Number of Salesgirls in stores 

Average Salesgirls in stores 

Number of Salesgirls reading T. R 
% __ of Salesgirls reading T. R 


This means: the number of salesgirls who are direct subscribers plus percentage reading TOILET REQUISITES, 
based on this survey in other stores subscribing, gives TOILET REQUISITES a fair basis of reaching over 14,000 


salesgirls each month. 


Fourteen thousand salesgirls — at. least as important to you as your consumer audience 
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MASTER 


Pecfumers 


FOR OVER 40 YEARS 


® Originators of fine perfume 
compositions for every purpose 
... floral colognes ... delicate 
perfumes .. . fragrant and lasting 
bouquets. Let us show you what 
we can do for you! 


AN EXCITING NEW NOTE IN PERFUME 
SIMPLICITY 


$24.00 Ib. 
Trial ounce $1.50 


PFALTZ & BAUER 


INC. 
EMPIRE STATE BUILDING, NEW YORK 
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pe i Satisfied 


‘““THAT problem is solved. 


AROSOL the Universal Fixative has answered the 
question. 


It insures a more lasting perfume in my product. It is soap-fast 
and will not discolor. 


The only value | receive from money expended in perfuming my 
product is the value at the time of its ultimate consumption.” 


Requests for samples on your firm’s letterhead will be promptly answered. 


AROMATICS DIVISION 
GENERAL DRUG COMPANY 


170 Varick St., New York = Transportation Bldg., Los Angeles, Calif. 
9 So. Clinton St., Chicago, Illinois 907 Elliott St., West, Windsor, Ont. 











It’s simple arithmetic. Divide responsibility and you multiply the 
opportunity for “buck passing.” Avoid it by buying your bottling 
line from Pneumatic, the one machine maker who can design, 
build, install and service co-ordinated hook-ups of cleaning, 


filling, capping and labeling machines. 


WHEN YOU CAN BUY “ALL PNEUMATIC” 


Your requirements may call for 

a flexible bottling line of medium I30 GROSS DAILY 

capacity or a super-fast hook-up 

which is less flexible. Either way f 

Pneumatic has the co-ordinated 

units to build into the exact 

bottling combination you need. 

Layouts can be planned to fit 1. i mas 
available factory space. SEMIAUTO AIR CLEANER SAMCO FILLER SINGLE HEAD CAPPER SIMPLEX LABELER 


Our technical advisory service is 

available without cost to aid you 

in developing the most practical 

arrangement of the equipment 

you require. We will gladly make 

up tentative drawings for your 

analysis. When final layout is ap- 

proved you can be sure that A | 
complete responsibility for its INVERTED AIR CLEANER 
performance rests with the 

world’s largest maker of packag- 

ing and bottling machinery. 


Write today for a copy of Bulletin 
#100, a brief pictorial review of 
available Pneumatic machines. It 
illustrates how Pneumatic can 
help you avoid the hazards of 
divided responsibility. 


INVERTED AIR CLEANER STRAIGHT LINE FILLER 4 HEAD CAPPER . DUPLEX LABELER 


The above outline drawings indicate three completely 


Pneumatic hook-ups for cleaning, filling, capping and 
labeling glass or tin containers. Sizes handled in these 
* P N E U M A T C lines range from | ounce to 2 quarts. 
PACKAGING € BOTTLING EQUIPMENT 
' PNEUMATIC SCALE CORPORATION, LTD. 


i Kt N\, / é ) 70 Newport Ave., Quincy, Mass. (Norfolk Downs Station) 
F [ Branch Offices: 
“ mer 7 NEW YORK + CHICAGO -+ SAN FRANCISCO °* LOS ANGELES 





CosmeTiCHEMISTRY 


You might call it cosmetichemistry —the 
Mallinckrodt manufacture of chemicals to meet 
the special needs of cosmetic makers. Today, more 
than ever, the production of toilet goods is a science 
as well as an art. Knowing this, M.C.W. offers 
science-built chemicals, fine and pure, and physi- 
cally just right. Bottle users or barrel users — both 
are assured satisfaction. 


Key Chemicals for Quality Cosmetics 
© Zinc Sulfocarbolate © Potassium Sulfite 
© Bismuth Subnitrate © Barium Sulfate 
Zinc Stearate e Magnesium Stearate 
© Aluminum Sulfocarbolate © Calamine 

© Aluminum Chloride 


MALLINCKRODT CHEMICAL WORKS 


2nd & Mallinckrodt Sts. 70 - 74 Gold Street 
St Louis, Mo. New York, N. Y. 


Chicago * Philadelphia * Montreal * Toronto 


FINE CHEMICALS 
e 
Nallinckrodt, 


SINCE 1867 


ae hg 1 








FINE CHEMICALS 
MN elinekrode, 
2 


SINCE 1867 


MAGNESIUM TRISILICATE N.N.R. 


PHILADELPHIA | 


A fine white powder free from grit — especially 
high in antacid properties with good adsorption 
characteristics. Particularly suitable for manu- 
facture of antacid tablets, also for powder prep- 
arations and suspensions. Each lot carefully con- 
trolled for chemical and physical uniformity. 

Mallinckrodt Magnesium Trisilicate has been 
accepted by the Council on Pharmacy and Chem- 
istry of the American Medical Association. 


Samples, prices and literature can be 
obtained by writing Mallinckrodt, 
either at St. Louis or New York. 


/ MALLINCKRODT 
' CHEMICAL WORKS 


2nd eg MALERICKRODT STS. 70-74 GOLD ST. 
NEW YORK, N.Y. 


CHICAGO MONTRIAL TOROHTO 
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A LEGAL ISSUE 


M2 and more is this industry being restricted in its opera- 

tions by laws and regulations which are being strictly en- 
forced. The days of the wild claims for drugs and cosmetics 
either on the package or in advertising are gone forever. This 
month we pause in our usual service to manufacturers to take 
stock of what these laws mean and to attempt to inform manu- 
facturers how to operate under them. 


WE mex that we do not have to tell manufacturers that false 
claims are illegal. Therefore, we have attempted to inform 
manufacturers as to the diseases and conditions for which no 
advertising claims can be made; claims that cannot be made for 
any drug; claims that cannot be made for any cosmetic. In 
addition we have indicated by means of examples what is ex- 
pected in the naming of ingredients, restriction of products to 
physicians’ prescriptions, and other requirements. We have 
also attempted to clarify other phases of the label and labeling 
requirements of the Food, Drug, and Cosmetic Act. 


To COMPLETE the picture we have told, as well as possible, 

what is expected under the Robinson-Patman Act after four 
years of enforcement; what to do to obtain and keep alcohol per- 
mits; and how to fix prices under fair trade laws. 


W: FEEL that this issue will break new territory in the service 

that we can render to our readers. We hope to take time 
out every so often to bring the industry up to date on certain 
phases of the industry. 
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FOOD, DRUG AND 
COSMETIC ACT 


PURPOSES OF THE LAW 


To Food, Drug, and Cosmetic Act was enacted to 
correct certain conditions of manufacture, distribu- 
tion and use of foods, drugs, and cosmetics that were 
not controlled by the old Food and Drugs Act of 1906. 
If one understands what conditions are to be corrected, 
one will understand the spirit of the new law and will be 
more able to conform with its requirements. The aims 
of the new law with respect to drugs and cosmetics are: 
1. Elimination from the market of drugs dangerous 
to health so they cannot be used by the public or 
by the medical profession. 
. Restriction to prescription of products potentially 
dangerous. 
. Control of new drug products before they are 
offered for distribution, to determine their safety. 
. Control of recommended dosages for drug prod- 
ucts so that products dangerous in large or re- 
peated dosages will be safely used. 


. Greater safety in self-medication through state- 
ments warning when a product should not be used, 
or that it may be habit-forming. 

. Protection against aggravation of allergic condi- 
tions and of abnormalities in self-medication by 
statement on drug product labels of active in- 
gredients. 

. Control of cosmetics and perfumes so they will not 
contain harmful ingredients and will be truthfully 
labeled. 

. Inspection of plants of manufacturers so drugs and 
cosmetics will be produced under proper con- 
ditions. 

9. Further control of economic frauds through con- 
trol over deceptive packages. 

10. More effective control of false labeling by elimi- 
nating ignorance as a defense. Scientific background 
is only defense. 


DRUG OR COSMETIC? 


A product which is formulated or recommended for 
the relief, cure, or mitigation of any disease is a drug and 
is subject to the drug provisions of the law. If no 
remedial claims are made for the product, and if the 
formula of the product is not specifically that of a drug 
product, then it is a cosmetic. Some examples are given 
below. 

Deodorants 

If a deodorant is of such composition that it only 
absorbs perspiration or masks odors, it is a cosmetic. 
If its action is to stop perspiration it is a drug. 


Camphor Ice 
Camphor ice, consisting of Gum Camphor, Beeswax, 
Paraffin, and Mineral Oil, recommended for softening 
the lips, hands, and roughened skin, is a cosmetic. 
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Sun Screen and Sunburn 

If a preparation mentions “sunburn” it is a drug. 
However, if a sun screen product merely mentions that 
its use will produce an even tan without burning the 
skin, it is a cosmetic. The FDA says “Articles which 
refer to sunburn or any other diseased condition are 
drugs within the meaning of the statute, but articles 
which are represented exclusively for the production of 
an even tan will be regarded as cosmetics.” 


Depilatories 
Cream depilatories are considered cosmetics by the 
FDA. “It is conceivable, however,” says the FDA, 
“that such products may be represented in such a way 
as to class them as drugs.”’ 
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It is quite impossible for all questions regarding 
the Federal Food, Drug, and Cosmetic Act to 


be answered in any limited amount of space. 


Further, many of the questions are quite in- 
volved and apply only to isolated cases. We have 
attempted to give information that will give 
everyone a better understanding of the law and 
how it is being enforced. If one follows this 


material, most of the questions will answer 


themselves. 


DRUG LABEL MUST STATE 


ik See label is the display space on the front panel of 
the package, or sixty per cent. of a wrap-around 
label on a cylindrical package. Or it is that part of a 
package “displayed under customary conditions of 
purchase”. The information must be given both on the 
immediate container and on the outer carton or 
wrapper; 

1. Name of product. 

2. Name and address of manufacturer, distributor, 
or packer. When name is that of distributor or packer, 
it must be identified as such. Street address is not re- 
quired when name given is in telephone of city or town 
named. 

3. Quantity in package in either English or metric 
system. Largest units must be named; for instance, 
twenty-four fluid ounces is incorrect; one pint, eight 
fluid ounces is correct. Quantity can be stated as 
“average” or minimum. When “minimum” is used it 
must be stated as “minimum”’ and no variation below 
the amount stated is allowed. Only exemptions are 
when numerical count is properly used and the count is 
less than six and can easily be seen without opening 
package. To avoid misunderstanding, weight should be 
given as “Net Weight 4 Ounces,” or “Contents 4 
Ounces Avoir.” Liquid measure should be stated 
“Contents 4 Fluid Ounces.”’ Av. should not be used as 
an abbreviation for avoirdupois since it might be taken 
to mean average. 

4. Names of active ingredients. These must be the 


names of ingredients in product as sold, and not neces- 
sarily as made. If chemical changes occur to added in- 
gredients, resultant products must be given. 

5. If product is not a U.S.P. or N.F. preparation, the 
name and quantity or percentage of following in- 
gredients in preparation: Any kind of alcohol, bro- 
mides, chloroform, ether, acetanilid, acetphenetidin, 
aminopyrine, antipyrine, atrophine, hyoscine, hyos- 
cyamine, arsenic, digitalis, digitalis glucosides, mercury, 
ouabain, strophanthin, strychnine, thyroid, or any 
derivative of any of the names substances. 

6. Quantity or percentage of any of following in- 
gredients and the statement ““Warning—May be habit 
forming” in juxtaposition with the names and percent- 
ages or quantities of: Alpha eucaine, barbituric acid, 
beta eucaine, bromal, cannabis, carbromal, chloral, coca, 
cocaine, codeine, heroin, marihuana, morphine, opium, 
paraldehyde, peyote, sulfonmethane, or any derivatives 
of any of these substances. 

7. Warning against sale of product over the counter 
if the dosage is higher than permitted for self-medica- 
tion, arsphenamine, neoarsphenamine, or if it contains 
aminopyrine, barbiturates, sulfanilamide and deriva- 
tives and similar products. 

8. Warnings against deterioration on drugs which 
the FDA declares to be subject to deterioration. (Since 
the FDA has not declared what these drugs are, manu- 
facturers cannot comply completely with this provision 
at the present). 


DRUG LABELING MUST STATE 


(Labeling is all labels or printed matter upon the con- 
tainer, carton, or outer wrapper, or any circular ac- 
companying the product. In other words this informa- 
tion can appear anywhere on the package, or may be 
put in a circular accompanying the product.) 


1. Adequate directions for use. 


2. Warnings against use in those conditions or by 


children where its use may be dangerous to health. 
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3. Warnings against unsafe dosage or methods or 
duration of administration. 

Directions for use of a product must be given for all 
uses stated in the labeling or suggested in any advertis- 
ing of the product. 

Directions must include quantity and frequency of 
dose for persons of different ages and different physical 
conditions. Frequency and time of administration. 
Method of administration. Preparation for use (shak- 
ing, dilution, adjustment of temperature.) 
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(The label is display space on the front panel of the 
package, or sixty per cent. of a wrap-around label on a 
cylindrical package. Or it is that part of the package 
“displayed under customary conditions of purchase.” 
The information must be given both on the immediate 
container and on the outer carton or wrapper.) 

1. Name of product. 

2. Name and address of manufacturer, distributor, 
or packer. When name is that of distributor or 
packer, it must be identified as such. Street address is 
not required when name given is in telephone of city or 
town named. 

3. Quantity in package in English system. Largest 
units must be named; for instance, twenty-four fluid 


COSMETIC LABEL MUST STATE 





ounces is incorrect; one pint, eight fluid ounces is cor- 
rect. Quantity can be stated as “average” or “mini- 
mum.” When “minimum” is used it must be stated as 
“minimum” and no variation below the amount stated 
is allowed. Exemptions from stating quantities are 
allowed in packages containing less than one-fourth 
ounce avoirdupois, or less than one-quarter fluid ounce 
(one dram), or less than six units, which units can be 
counted without opening package. To avoid misunder- 
standing, statements of weight should be given as “‘Net 
Weight 4 Ounces,” or “Contents 4 Ounces Avoir.”’ 
Liquid measure should be stated “Contents 4 Fluid 
Ounces.”’ Av. should not be used as an abbreviation for 
avoirdupois since it might be taken to mean average. 


BOTTCM LABELING OF COSMETICS 


Fancy cosmetic packages, lipsticks, and other prod- 
ucts which the manufacturer does not want to mar with 
any labeling, might be labeled on the bottom of the 
package so long as a detachable label or tag is on the 
product at the time of purchase. The detachable label 
or tag must be placed on the package so that it is plainly 


visible at the time of purchase and must give all the in- 
formation required by the act to be placed on the label. 
The bottom label must be firmly attached and must 
also give all the required information. Directions for 
use can be on the bottom label alone. Sai 


NAME OF A DRUG OR COSMETIC 


A drug or a cosmetic cannot be named after one in- 
gredient if it is composed of two or more ingredients 
which are active in producing the effect for which the 
product is recommended. Therefore a tablet composed 
of Aspirin, Caffeine, and Acetphenetidin cannot be 
called Aspirin Compound Tablet. It must either be 
given a fanciful name which means nothing, or it must 
be called Aspirin—Caffeine—Acetphenetidin Tablet. 

Likewise a cosmetic cream which contains olive oil as 
one of the active ingredients cannot be named Olive Oil 
Cream, as all similar ingredients must be included in the 
title if the product is named after any ingredients. The 
simpler method is to name it the type of cream that it is 
and then state the fact that it contains a certain amount 
of olive oil, stating if desired, the beneficial effects of 
olive oil. 


A drug product cannot be named after a disease or a 
condition for which the product is recommended. The 
name should either be entirely fanciful or state the 
ingredients. 

Honey and Almond 

“Articles labeled as ‘Honey and Almond Cream’ or 
‘Almond Cream’ which do not contain these ingredients 
obviously are misnamed and are misleading to the con- 
sumer,” says the FDA, which continues, ““We do not be- 
lieve that the deception can be corrected by means of 
any such modifying term as ‘type.’”’ Manufacturers 
should watch similar names of products and be sure 
that ingredients given in the name are actually present 
in the product itself. 


NEW DRUGS NEED PERMIT 


A “new drug”, which may be an entirely new product 
or a new combination of known ingredients, cannot be 
marketed until permission is obtained from the Food 
and Drug Administration. 

It is first necessary to file application with the Food 
and Drug Administration giving the following informa- 
tion: 

1. Full report of clinical investigation proving its 
safety under proper conditions of use. 

2. Complete list of ingredients used in making 
preparation. 
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3. Complete statement of composition of finished 
product. 

4. Description of method of manufacture, process- 
in g, and packing; methods of control; facilities available. 

5. Sample of product. 

6. Labeling to be used. 

Official products (U.S.P. and N.F.) are not exempt 
from the provisions of being registered as new drugs if 
dosages recommended are greater than those ordinarily 
given, or if the products are recommended for treat- 
ment of conditions other than those for which the prod- 
ucts are ordinarily used. 
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Drug products which contain ingredients which 
might cause harm if taken in too large quantities or over 
long periods must be labeled so as to prevent harm re- 
sulting from their use. The amount of these ingredients 
per dose must be carefully controlled, and warnings 
must be given against overdoses and against prolonged 
use. Acetanilid and bromides are too excellent examples. 


Acetanilid 

Acetanilid is considered a potentially dangerous drug 
and therefore the manufacturer must be careful of the 
dosage recommended. Popular headache remedies now 
contain only 21% grains per dose and the labels say that 
not more than three doses should be taken in twenty- 
four hours. This limits the amount of acetanilid taken 
in twenty-four hours to 71% grains. So far this limit has 
FDA sanction. A popular cold tablet contains one 
grain per tablet and directions call for eight tablets in 


DANGEROUS DRUGS 


twenty-four hours, making 8 grains the allowable 
amount in this case. 


Bromides 
Bromides are also considered potentially dangerous 
drugs and the amount in a popular headache remedy 
has been reduced to 5 grains per dose with three doses 
allowed in twenty-four hours. Therefore, 15 grains of 
bromides in twenty-four hours appears to be the limit 
that can be recommended. 


Only on Prescription 
Manufacturer must restrict to physicians’ prescrip- 
tions products containing: 
Aminopyrine. 
Arsphenamine and Neoarsphenamine. 
Barbiturates. 
Cincophen and Neocincophen. 
Sulfanilamide and later derivatives. 


Thyroid. 


DANGEROUS COSMETIC INGREDIENTS 


The law provides that cosmetics must not contain any 
poisonous or harmful ingredients. The problem of harm 
from coal-tar colors is eliminated through the compul- 
sory use of certified colors. While cosmetics are not 
ordinarily formulated with any harmful substances, a 
few that might creep in have been mentioned by the 
FDA. 


Not Near Eyes 
Paraphenylenediamine and_paratoluylenediamine 
cannot be used in products for eyelashes and eyebrows. 


Lead and Arsenic in Cosmetics 
FDA says, ““No numerical tolerances have been set 
for lead or arsenic in cosmetics, nor can such tolerances 
be set at present. On the basis of our present knowledge, 
however, we would not be disposed to object to the use in 


cosmetics of titanium dioxide which contained less than 
20 parts per million of lead (as Pb) and less than 2 parts 
per million of arsenic (as As,O3), these being the limits 
permitted for D&C coal-tar colors. 


Mercury Bleaches 


Bleaching preparations containing mercury are con- 
sidered both drugs and cosmetics under the law and 
therefore should give ingredient names and warnings on 
the label. If they contain more than 0.2 per cent. of 
bichloride of mercury or comparable amounts of other 
mercury compounds, they will be seized. Products 
which contain 5 per cent. or less of amoniated mercury 
are acceptable if they give a warning to stop use if 
irritation appears or not to use on cut, bruised, sun- 
burned, or sore skin, and not to use after shaving, or 
after a depilatory, that long use may produce unsightly 
discoloration, and application to large area is dangerous. 


INGREDIENT NAMES 


Ingredients of drug products must be stated on the 
label in English and by the names ordinarily known to 
the public. No foreign language or Latin can be used 
unless the English translation is also given. A few 
examples of this question of what names are proper are 
given. 

Herbal— Not Vegetable 

The term “herbal” should be used for botanical laxa- 
tives. “Vegetable” should not be used as it is apt to 
convey the idea of ordinary garden vegetables. 
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Yellow Phenolphthalein 


Yellow Phenolphthalein, when given on a label as an 
ingredient, must be followed by ‘“‘(Not U.S.P.)” 


Carbolic Acid—Not Phenol 

Phenol as a name is not well known by the public and 
therefore the name given for this ingredient must be 
Carbolic Acid. 

Vitamin F Taboo 

Vitamin F as a name for unsaturated fatty acids is 
not recognized in vitamin nomenclature and therefore 
cannot be used. 
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SAMPLES NOT EXEMPT 


No exemptions from any provisions of the Food, 
Drug, and Cosmetic Act are allowed for samples sent to 
physicians or anyone else. The law makes no provision 
as to whether a product is sold or given away. A prod- 


uct that does not‘meet the requirements of the act is in 
violation of the law merely if it is introduced into inter- 
state commerce. 


COSMETIC PRODUCTS TABOO UNDER FOOD, DRUG, 
AND COSMETIC ACT 


Circulating cream 

Enlarged pore preparations 
Hair revitalizing preparations 
Muscle oil 

Nourishing cream 

Pore paste 

Skin conditioner 

Skin firm 

Skin food 


Contour cream 

Crow’s-foot cream 

Deep pore cleanser 

Depilatories for permanent 
removal of hair 

Products represented as de- 
pilatories but which merely 
bleach the hair 

Eyelash grower 


DECEPTIVE 


Deceptive packages and slack-filled packages are out- 
lawed under the law. This means that a package must 
have the capacity that it appears to have, and also that 
it must fill to the greatest extent that is practical. 

When fancy and artistic bottles are contained in car- 
tons or boxes, and the box capacity is much greater than 
that of the bottle, then a facsimile of the bottle should 
be put on the box to show the buyer what he is getting. 


Collapsible Tubes 
Collapsible tubes should be enclosed in cartons made 
according to the Bristol formula given on another page. 


Opal Ware 
Opal ware is heavy and thick by nature. But the 
bottoms or sides of opal jars should not be thicker than 
necessary, nor should the sides project out in a way that 
would make the jar appear larger than it is. 


Powder Boxes 
Face powder boxes should not have indented bottoms. 
Also the space at the top of the box for the powder puff 
should not be overlarge and should only accommodate 
a thin puff. 


Skin texture preparations 

Skin tonic 

Stimulating cream 

Tissue cream 

Wrinkle eradicator 

Cosmetics represented as val- 
uable because of their vita- 
min content 


Eye wrinkle cream 
Hair color restorer 
Hair grower 

Hair restorer 

Nail grower 
Non-allergic products 
Peroxide cream 
Rejuvenating cream 
Scalp food 


PACKAGES 


Packages should be filled to the top, and subsequent 
settling should not be of such amount that too great a 
vacant space is left. This may necessitate shaking of a 
package while it is being filled. 


Panel Bottles 
Panel bottles might be deceptive containers because 
of the thickness at the sides and also because of the 
practice of packaging these bottles with long necks in 
cartons making the purchaser think he is getting a 
greater quantity than is the fact. 


North Dakota Formula 

The FDA appears to favor bottles made in accord- 
ance with the North Dakota formula published in that 
State’s bulletin No. 40 of August, 1933. This formula 
states bottles of 2 to 4 ounce capacity whose ratio is 1.5 
or less are normal, while those whose ratio exceeds 1.8 
are deceptive. The ratio is obtained by dividing appar- 
ent volume (including the volume of the panels) by the 
capacity of the container. The apparent capacity of the 
container is determined by the volume of water which 
the bottle displaces, and the capacity of the container is 
considered to the top of the mouth. 


CERTIFIED COAL-TAR COLORS 


We list below the colors listed by the FDA as suit- 
able for use and certification. Your manufacturer or 
dealer can supply you with these colors or with lakes 
made from them. 


HEN coal-tar colors are used in drugs or cosmetics 

they must be certified colors. Colors other than 
coal-tar colors do not have to be certified. Certified 
colors are colors from batches of approved colors, a 
sample from each batch having been sent to the FDA 
in Washington and the sample approved by the Gov- 
ernment after analysis. 

There are three classes of certified coal-tar colors. 
The first, “FD&C” colors, are colors that are approved 
for use in all foods, drugs, and cosmetics. The second, 
“D&C” coal-tar colors, are for use in all drugs and cos- 
metics. The third, ‘Ext. D&C” coal-tar colors, are for 
use only in externally applied drugs and cosmetics. 
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Group I: For Foods, Drugs and Cosmetics 


Listed Name 
FD&C Green No. 1 
FD&C Green No. 2 
FD&C Green No. 3 
FD&C Yellow No. 1 
FD&C Yellow No. 2 
FD&C Yellow No. 3 
4 
<5 


Former Name 

Guinea Green B 

Light Green SF Yellowish 

Fast Green FCF 

Naphthol Yellow S 

Napththol Yellow S—Potassium Salt 
Yellow AB 

Yellow OB 

Tartrazine 


FD&C Yellow No. 
FD&C Yellow No 
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FD&C Yellow No. 6 


FD&C Red No. 1 
FD&C Red No. 2 
FD&C Red No. 3 
FD&C Red No. 4 
FD&C Red No. 32 


FD&C Orange No. 1 
FD&C Orange No. 2 


FD&C Blue No. 1 
FD&C Blue No. 2 


Sunset Yellow FCF 
Ponceau 3R 
Amaranth 
Erythrosine 
Ponceau SX 

Oil Red XO 
Orange I 

Orange SS 

Brilliant Blue FCF 
Indigotine 


Group II: For Drugs and Cosmetics 


Listed Name 

D&C Green No. 4 
D&C Green No. 5 
D&C Green No. 6 
D&C Green No. 7 
D&C Green No. 8 
D&C Yellow No. 7 
D&C Yellow No. 8 
D&C Yellow No. 9 


D&C Yellow No. 10 
D&C Yellow No. 11 


D&C Red No. 5 
D&C Red No. 6 
D&C Red No. 7 
D&C Red No. 8 
D&C Red No. 9 
D&C Red No. 10 


D&C Red No. 11 
D&C Red No. 12 
D&C Red No. 13 
D&C Red No. 14 
D&C Red No. 15 
D&C Red No. 16 
D&C Red No. 17 
D&C Red No. 18 
D&C Red No. 19 
D&C Red No. 20 
D&C Red No. 21 
D&C Red No. 22 
D&C Red No. 23 
D&C Red No. 24 
D&C Red No. 25 
D&C Red No. 26 
D&C Red No. 27 
D&C Red No. 28 
D&C Red No. 29 
D&C Red No. 30 
D&C Red No. 31 
D&C Red No. 33 
D&C Red No. 34 
D&C Red No. 35 
D&C Red No. 36 
D&C Red No. 37 
D&C Red No. 38 
D&C Red No. 39 





D&C Orange No. 3 


Former Name 

Light Green CF Yellowish 
Alizarin Cyanine Green F 
Quinizain Green SS 

Acid Fast Green 


eer eveeeteeeseee 


Fluorescein 

Uranine 

Uranine K 
Quinoline Yellow WS 
Quinoline Yellow SS 
Ponceau 2R 

Lithol Rubin B 
Lithol Rubin BCA 
Lake Red C 

Lake Red CBA 
Lithol Red 


Lithol Red CA 

Lithol Red BA 

Lithol Red SR 

Lake Red D 

Lake Red DBA 

Lake Red DCA 

Toney Red 

Oil Red OS 

Rhodamine B 

Rhodamine B-Acetate 
Tetrabromofluorescein 

Eosin YS 

Eosin YSK 
Tetrachlorofluorescein 
Tetrachlorofluorescein NA 
Tetrachlorofluorescein K. 
Tetrachlorotetrabromofluorescein 
Phloxine B 

Bluish Orange TR 

Helindone Pink CN 

Brilliant Lake Red R 

Acid Fuchsia D (Naphthalene Red B) 
Deep Maroon (Franchon’ Maroon) 
Toluidine Red 

Flaming Red 

Rhodamine B—Stearate 

Deep Red (Maroon) 


Orange G 


ANTISEPTICS 


D&C Orange No. 
D&C Orange No. 
D&C Orange No. 
D&C Orange No. 
D&C Orange No. 
D&C Orange No. 
D&C Orange No. 
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D&C Orange No. 11 
D&C Orange No. 12 
D&C Orange No. 13 
D&C Orange No. 14 
D&C Orange No. 15 
D&C Orange No. 16 
D&C Orange No. 17 


D&C Brown No. 1 


D&C Blue No. 
D&C Blue No. 
D&C Blue No. 
D&C Blue No. 
D&C Blue No. 
D&C Blue No. 
D&C Blue No. 
D&C Violet No. 1 
D&C Violet No. 2 
D&C Black No. 1 
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Orange IT 

Dibromofluorescein 
Dibromofluorescein NA 
Dibromofluorescein K 
Dichlorofluorescein 
Dichlorofluorescein NA 
Diiodofluorescein 

Erythrosine Yellowish NA 
Erythrosine Yellowish K 
Erythrosine Yellowish NH 

Orange TR 

Alizarin 

Dibromodiiodofluorescein 
Permatone Orange (Permanent Orange) 
Resorcin Brown 

Alizurol Purple SS 

Alphazurine FG 

Alizarin Astrol B 

Indigo (Synthetic) 

Patent Blue NA 

Patent Blue CA 

Carbanthrene Blue 

Wool Violet 5BN (Acid Violet 6B) 
D&C Blue No. 3 (Alizurol Purple SS) 
Naphthol Blue Black 


Group III: For Externally Applied Drugs and 
Cosmetics Only 


Listed Name 


Ext D&C Yellow No. 
Ext D&C Yellow No. 


Ext D&C Yellow No. 
Ext D&C Yellow No. 
Ext D&C Yellow No. 


Ext D&C Red No. 
Ext D&C Red No. 
Ext D&C Red No. 
Ext D&C Red No. 
Ext D&C Red No. 
Ext D&C Red No. 
Ext D&C Red No. 
Ext D&C Red No. 
Ext D&C Red No. 
Ext D&C Red No. 
Ext D&C Red No. 
Ext D&C Red No. 
Ext D&C Red No. 


Ext D&C Blue No. 
Ext D&C Blue No. 
Ext D&C Blue No. 
Ext D&C Blue No. 
Ext D&C Blue No. 
Ext D&C Black No. 1 


1 
2 
3 
4 
5 
6 
7 
8 
9 


1 
2 
3 
4 
5 


Ext D&C Green No. 1 


Ext D&C Orange No. 1 
Ext D&C Orange No. 2 


Ext D&C Violet No. 1 
Ext D&C Violet No. 2 






Former Name, 
Metanil Yellow 
Metanil Yellow CA 


Fast Light Yellow 

Polar Yellow 5G 

Fanchon Yellow (Hansa Yellow) 
Amidonaphthol Red 6B 

Pigment Scarlet NA 

Violamine R 
Dichlorotetraiodofluorescein 
Rose Bengale TD 

Rose Bengale TDK 

Alizarin Carmine 

Fast Red S (Fast Red A) 
Bordeaux Red 

Azo Rubin Extra 

Fast Crimson GR 

Royal Scarlet 

Croceine Scarlet MOO 
Methylene Blue 

Methylene Blue-Zinc Double Chloride 
Erioglaucine X 

Alizarin Saphirol 

Hexyl Blue 

Coomassie Fast Black (Fast Black BB) 
Naphthol Green B 

Fanchon Orange (Hansa Orange) 
Indelible Orange 

Anthraquinone Violet 

Alizurol Purple 





Methods for testing antiseptics and germicides are No. 198 (1931). This can be obtained from the Govern- 
explained in U. S. Department of Agriculture Circular 
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ment Printing Office for ten cents. 
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The following are warnings suggested by the F.D.A. 
to be placed in the labeling of drug products which re- 
quire warnings. The exact wording of these warnings 
does not have to be followed. Although the F.D.A. 
might issue warnings for additional products, there is no 
immediate promise of that. Therefore manufacturers 
will have to decide for themselves whether other prod- 
ucts require warnings and what they shall be. 


Cathartic or laxative drugs (except castor oil and 
phenolphthalein) which act as irritants to the gastro- 
intestinal tract or stimulate intestinal peristalsis: 

“Warning: Not to be used when abdominal pain 
(stomach-ache, cramps, colic) nausea, vomiting 
(stomach sickness) or other symptoms of appendicitis 
are present.” 

‘Frequent or continued use of this preparation may 
result in dependence on laxatives.”’ 

Castor oil: 

“Warning: Not to be used when abdominal pain 
(stomach-ache, cramps, colic), nausea, vomiting 
(stomach sickness) or other symptoms of appendicitis 
are present.” 

“Frequent or continued use of this preparation may 
result in dependence on laxatives.” 

“Do not use during pregnancy except on competent 
advice.” 

Phenolphthalein : 

“Warning: Not to be used when abdominal pain 
(stomach-ache, cramps, colic), nausea, vomiting 
(stomack sickness) or other symptoms of appendicitis 
are present.” 

“Frequent or continued use of this preparation may 
result in dependence on laxatives.” 

“Tmportant: Ifa skin rash appears, discontinue use.” 

Preparations containing so-called roughage materials 
and intended for use in constipation: 

“Important: All varieties of constipation are not 
benefited by this preparation. It should be particularly 
avoided in cases such as spastic constipation in which 
abdominal discomfort or pain may be present.” 

Preparations containing mineral oil for oral ad- 
ministration: 

“Warning: Do not take directly before or after 
meals.”’ 

Preparations containing sodium perborate as an 
active ingredient and intended for local use in the 
mouth and throat: 

“Warning: This preparation may cause irritation 
and inflammation of the gums, tongue and mucous 
membranes of the mouth. It should be discontinued at 
the first sign of irritation or soreness. In case of doubt, 
consult your physician or dentist.” 

Nose drops, inhalants and sprays: 

A. Those that contain oil as a vehicle or base: 

“Caution: The use of excessive amounts of this 
preparation may be dangerous. Do not use at all in 
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infants and younger children except on competent 
advice.” 

B. Those that contain ephedrine, epinephrine, em- 
phetamine (benzedrine), propadrine, neosynephrin and 
other vaso-constricting drugs of similar activity: 

“Caution: Frequent or continued use may cause 
nervousness, restlessness or sleeplessness. Individuals 
suffering from high blood pressure, heart disease, 
diabetes, or thyroid trouble should not use this prepara- 
tion except on competent advice.”’ 

Preparations containing volatile oils, aromatics, or 
drugs of an oleoresinous nature and intended for their 
effect upon the urinary tract: 

“Warning: If disturbance of the stomach or bowels, 
or skin rash is noticed, discontinue use.”’ 

Atropine and pharmacologically related drugs: 

“Caution: Frequent or continued use of this prepa- 
ration should be avoided. Discontinue if dryness of the 
throat, excessively rapid pulse or blurring of vision 
appear.” 

“Warning: This preparation should not be taken by 
elderly people except on competent advice.” 

Iodine or iodides: 

“Warning: Do not use in cases of lung disease or 
chronic cough, goiter or thyroid disease, except upon 
the advice of a physician.” 

“Tf a skin rash appears, discontinue use.” 

Preparations containing carbolic acid as a therapeu- 
tically active ingredient: Note: Products containing 
more than 2 per cent. of carbolic acid are not considered 
safe for indiscriminate distribution. 

“Warning: When applied to fingers and toes, do not 
use a bandage.” 

“‘Apply according to directions for use, and in no case 
to large areas of the body.” 

Cresols, creosote, guaiacol or coal-tar derivatives in- 
tended for use as douches: Note: Preparations in- 
tended for use after dilution should bear adequate direc- 
tions for preparing solution and thorough mixing before 
pouring into douche bag. 

“Warning: The use of solutions stronger than those 
recommended may result in severe local irritation or 
burns or serious poisoning.” 

Cresols, creosote, guaiacol, or coal-tar derivatives in- 
tended for surface applications: 

“Warning: Apply according to directions for use and 
in no case to large areas of the body.” 

Strychnine: 

“Warning: Do not take more than the dosage 
recommended. Frequent or continued use is to be 
avoided and its use for children and elderly persons 
may be especially dangerous.” 

Anthelmintias: 

The following preparations in therapeutically potent 
doses are not safe for indiscriminate distribution and 
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should only be used under the direct supervision of a 
physician: 

1. Carbon tetrachloride: Note: Specific adequate 
directions for administration of a saline cathartic after 
use of this drug should be given. 

“Warning: Avoid taking castor oil or other prepara- 
tions or foods containing oil or fat while this drug is 
being administered. The use of this preparation in de- 
bilitated children and persons addicted to alcohol is 
dangerous.” 

2. Tetrachlorathylene: Note: Specific adequate 
directions for the administration of a saline cathartic 
should be given. 

3. Aspidium (Male Fern): Note: Specific adequate 
directions for administration of a saline cathartic should 
pe given. 

“Warning: Avoid taking castor oil or other prepa- 
rations or foods containing oil or fat while this drug is 
being administered.” 

Santonin: 

“Very important: Shake vigorously before using. 
Failure to do so may result in serious injury.” 

“Caution: The use of more than the prescribed dose 
is dangerous.” 

“Do not take castor oil or other preparations or foods 
containing oil or fat while this drug is being 
administered.” 

“The prescribed dose should not be repeated within 
7 days.” 

5. Chenopodium Oil: Note: Specific adequate di- 
rections for administration of a cathartic, preferably 
castor oil, should be given.”’ 

6. Thymol: Note: Specific adequate directions for 
administration of a saline cathartic should be given. 

“Warning: Avoid taking alcohol or any preparation 
containing alcohol before, after or during administration 
of this drug.” 

Acetanilid: 

“Warning: Frequent or continued use may be 
dangerous, causing serious blood disturbances, anemia, 
collapse, or a dependence on the drug. Do not take 
more than the dosage recommended. Not to be given 
to children.” 

Acetophenetidin: 

“Warning: Frequent or continued use may be 
dangerous, causing serious blood disturbances. 

“Do not take more than the dosage recommended.” 

Antipyrine: 

“Warning: Frequent or continued use may be 
dangerous, causing serious blood disturbances.” 

“Do not take more than the dosage recommended.” 


Bromides: 

“Warning: Frequent or continued use may lead to 
mental derangement, skin eruptions or other serious 
effects.” . 

“Do not take more than the dosage recommended.” 
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“Not to be taken by those suffering from kidney 
disease.” 

Mouth washes and gargles containing chlorates: 

“Caution: Avoid swallowing.” 

Preparations containing arsenic except those em- 
ployed as chemotherapeutic agents for specific diseases 
such as syphilis, amebic dysentery, etc.: 

“Caution: Continued or prolonged use may result 
in serious injury.” 

Quinine, cinchonine, and cinchonidine: 

“Caution: Discontinue use if deafness, skin rash, 
visual disturbances (eye trouble) or other serious 
symptoms appear.” 

Preparations containing silver salts: 

“Caution: Prolonged or frequent use of this prepa- 
ration may result in permanent discoloration of the skin 
and mucous membranes.” 

Preparations sold under representations relating to 
coughs due to colds: 

“Important: Persistent coughs may indicate the 
presence of a serious condition. Do not use this prepa- 
ration when the cough has persisted for 10 days without 
securing competent advice.” 

Preparations containing mercury intended for ad- 
ministration by mouth or as douches: 

“Warning: The prolonged or frequent use of this 
preparation or the use of amounts in excess of the pre- 
scribed directions may cause serious mercury poison- 


ing.” 
Rubifacients, or irritants such as ammonia, arnica, 
cantharides, capsicum, chloroform, ether, pepper, 


methyl] salicylate, mustard or turpentine oil intended 
for surface application: 

“Caution: This preparation may irritate the skin, 
particularly if applied with rubbing. Avoid getting it 
into the eyes or on mucous membranes.” 

Chrysarobin or Goa Powder: 

“Caution: The use of this product over large skin 
areas may cause kidney irritation.” 

“Warning: Keep away from the eyes.” 

Digitalis, squill, strophanthus, or other pharma- 
cologically related drugs in therapeutically effective 
proportions: 

Note: Potent doses of these drugs have an accum- 
ulative action and may lead to disastrous effects upon 
the heart and circulation. They should be used only 
under the direct supervision of a qualified physician. 

“Caution should be exercised in using this prepara- 
tion, particularly if the patient has had digitalis, squill, 
strophanthus, oubain or similar drug within the preced- 
ing three weeks. 

“The appearance of anorexia (loss of appetites) 
nausea, vomiting, headaches or heart irregularitie, 
(palpitation), is often an early sign of full digitalization 
or overdosage. When such symptoms appear do not 
continue the use of this preparation without consulting 
the physician.” 
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COLLAPSIBLE TUBE CARTONS 


(=e tubes must be packed in cartons that 
are not too large for the size of the tubes and there- 
fore do not deceive the consumer. The formula given 
below is referred to as the “Bristol Formula” because it 
was developed in cooperation with the F.D.A. through 
the work of William M. Bristol Jr., of Bristol-Myers 


Company, who as president of the Packaging Institute 
undertook this work. The F.D.A. has stated that they 
are pleased with the way in which this work was done 
and they will be satisfied with cartons made according 
to this formula. 


Proposed Surten Senter’ Specifications 
or 
Tubes larger than 5/8" diameter inserted at an angle 












































D = diameter of tube 

CL = width of clip #1/27 D 

Q = tolerance in width of carton = 3/32" 

P = tolerance in height of carton = 4/32" 

B = Approx. position to which clip will 
fall after tube is inserted in carton 














o¢ = angle made by clip with bottom of 
carton 
L = length of tube 
C = length of carton=- L+R 
B = tolerance in length of carton = 
7/32" 


Because there is a fixed relation between the angle < and the vertical height of the clip above the 
bottom of the carton, any tube of any diameter inserted at angle < (approx. 37 1/2°) will have a 
vertical height of the clip equal to the diameter of the tube. 
Therefore, the standard depth of cartons for tubes inserted at angle « will be 

B = depth of carton - D+ P = D+ 4/32" 


Similarly, the relation between the horizontal projection of the clip on the base of the carton and 
the angle is fixed. The standard width of cartons with tube inserted at angle is determined as 


follows: 
A = width of carton = .7934CL +Q 
Inasmch as the length of the clip CL can be expressed in terms of the diameter D then 


A= 7934. 1/21 D + 3/32" 


PROPOSED CARTON STANDARD SPECIFICATIONS 
for 
TUBES SMALLER THAN 5/8" DIAMETER 





| 





























_ Z 
C = Carton length 
L = Average length of tude 
D = Diameter of tude 

CL = Width of clip 











J = Tolerance in height of carton = 4/32° 
A = Width of carton = CL 

B = Height of carton « D+ P 

R = Tolerance in length = 7/32" 


Width of carton 
Height * * P 
length * * R 
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Field Service 


EASTERN DISTRICT, Room 1200, United States Appraiser’s 
Stores, 201 Varick St., New York, N. Y., Walker 5-5225. W. R. 
M. Wharton, Chief; C. A. Herrmann, Head Chemist; Olaf Olsen, 
Head Inspector. 


Atlanta Station, Room 416, Federal Annex, Main 3517, ext. 172. 
J. J. McManus, Chief; A. M. Henry, Head Chemist; Edward L. 
Holmes, Head Inspector. 


Baltimore Station, Room 800, United States Appraiser’s Stores, 
Gay and Lombard Streets, Plaza 8460. F. L. Wollard, Chief; 
Fred L. Elliott, Head Chemist; McKay McKinnon, Jr., Head 
Inspector. 


Boston Station, Room 805, United States Appraiser’s Stores, 408 
Atlantic Ave., Hancock 8890, George H. Adams, Chief; Walter 
H. Heath, Head Chemist; Cyril C. Sullivan, Head Inspector. 


Buffalo Station, Room 415, Federal Bldg., South Division and 
Ellicott Sts., Cleveland 1480, T. F. Pappe, Chief; Andrew M. 
Allison, Head Chemist; Allen T, Retzlaff, Head Inspector. 


New York Station, Room 1200, United States Appraiser’s Stores, 
201 Varick St., New York, N. Y., Walker 5-5225., A. E. Lowe, 
Chief; Guy C. Swan, Head Chemist; Leo L. Lusby, Head 
Inspector. 


Philadelphia Station, Room 1204, New Customhouse, Second & 
Chestnut Streets, Bell Telephone, Market 6000, Ext. 170, C. S. 


Organization of the Food and Drug Administration 


Brinton, Chief; Harry D. Grigsby, Head Chemist; J. Kenneth 
Kirk, Head Inspector. 


CENTRAL DISTRICT, Room 1222, New Post Office Bldg., Van 
Buren & Canal Sts., Chicago, Ill., Wabash 9207, Ext. 240, J. O. 
Clarke, Chief; Arthur E. Paul, Head Chemist; Walter B. Sim- 
mons, Head Inspector. 


Chicago Station, Room 1222, New Post Office Bldg., Van Buren 
and Canal,Streets, Chicago, Ill., Wabash 9207, Ext. 240, H. D. 
Garrett, Chief; John H. Bornmann, Head Chemist; Albert W. 
Garrett, Head Inspector. 


Cincinnati Station, 314 John Street, Cherry 5820, line 300, S. A. 
Postle, Chief; Roy S. Pruitt, Head Chemist; William T, Ford, 
Head Inspector. 


Kansas City Station, Room 204 Pickwick Bldg., 903 McGee St., 
Victor 3755, Station 21. W. H. Hartigan, Chief; Llewelyn 
Jones, Head Chemist; Theo. B. Benjamin, Head Inspector. 


Minneapolis Station, Room 209, Federal Office Building, Washing- 
ton and Third Avenues, S., Atlantic 2633. C. W. Harrison, 
Chief; Lloyd C. Mitchell, Head Chemist; Edwin R. Moberg, 
Head Inspector. 


New Orleans Station, Room 225 United States Customhouse, 423 
Canal Street, Magnolia 4451. E. C. Boudreaux, Chief; Raymond 
L. Vandaveer, Head Chemist; George T. Daughters, Head 
Inspector. 


St. Louis Station, Room 1007, New Federal Building, 1114 Market 
Street, Garfield 0360, Station 266. M. R. Stephens, Acting 
Chief; Carl B. Stone, Head Chemist; Samuel W. Ahlmann, Head 
Inspector. 


WESTERN DISTRICT, Room 512, Federal Office Building, Fulton 
and Leavenworth Streets, San Francisco, Calif. Market 3741. 
J. L. Harvey, Chief; John E. Kimlel, Head Inspector. 


Denver Station, Room 531, New Customhouse, Keystone 4151, 
Ext. 212. W. Vincent, Chief; Lewis H. Chernoff, Head Chemist; 
Gordon R. Wood, Head Inspector. 


Los Angeles Station, United States Appraiser’s Building, 1236 
Palmetto Street, Trinity 8478. G. J. Morton, Chief; F. Leslie 
Hart, Head Chemist; Robert B. Born, Head Inspector. 


San Francisco Station, Room 512, Federal Office Building, Fulton 
and Leavenworth Streets, Market 3741. H. C. Moore, Chief; 
Frank A. Vorhes, Jr., Head Chemist; George Smith, Jr., Head 
Inspector. 

Seattle Station, 501 Federal Office Building, Seneca 3100, R. S. 
Roe, Chief; James C. Palmer, Head Chemist; Kenneth E. Mone 
fore, Head Inspector. 


State Law Enforcement Authorities - 


ARKANSAS: State Board of Health, W. B. Grayson, M.D., 
State Health officer, Little Rock. 


CALIFORNIA: State Department of Public Health, Howard 
Morrow, M.D., Director, Sacramento. 


CONNECTICUT: Dairy and Food Commissioner, Hartford. 
FLORIDA: Commissioner of Agriculture, Tallahassee. 


INDIANA: Indiana State Board of Health, Verne K. 
Harvey, M.D., Secretary, Indianapolis. 


LOUISIANA: State Board of Health, J. A. O’Hara, M.D., 
President, Baton Rouge. 


MARYLAND: State Food and Drug Commissioner, Baltimore. 


MASSACHUSETTS: Director of Food and Drug Division, 
State Board of Health, Boston. 
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NEVADA: Commissioner of Food and Drug, Carson City. 


NEW JERSEY: J. Lynn Machaffey, M.D., State Board of 
Health, Trenton. 


NEW YORK: New York State Board of Pharmacy, George W. 
Mather, Secretary, Albany. 


NORTH CAROLINA: W. Ken Scott, Commissioner of Agricul- 
ture, Raleigh. 


NORTH DAKOTA: State Food Commissioner, Fargo. 
OHIO: Department of Agriculture, Columbus. 
PENNSYLVANIA: State Board of Pharmacy, Harrisburg. 


WYOMING: Commissioner of Agriculture, Cheyenne. 
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CONTROL UNDER THE 
WHEELER-LEA ACT 


HE Wheeler-Lea Act, enforced by the Federal Trade 

Commission, prohibits deceptive acts and practices, 
and also specifically controls advertising of drugs and 
cosmetics in the interest of the public. By this act the 
public is protected from advertising and merchandising 
schemes which might cause economic frauds, and 
danger to the public health. 

In general the following practices are forbidden: 


False Company Name 
Including in the name the words manufacturer, lab- 
ortories, institute, college, guild, cooperative, research, 
import or any other word when these do not properly 
describe the company. 


False Description of Product 

It is illegal to state that the product is made from a 
doctor’s, physician’s or dentist’s formula or prescription 
when such cannot be definitely proven. 

It is illegal to make statements regarding a scientific 
staff when the seller has none. 

General statements regarding endorsements by large 
numbers of doctors, physicians, scientists, dentists, 
universities, health boards, women’s clubs, or any 
similar groups are forbidden. Individual endorsements 
truthfully obtained from any of these groups can be 
advertised. 

It is illegal to state that the U. S. Government ap- 
proves the products, or that any State Government, or 
any branch of the Government, such as the Army or 
Navy Department, or any officer of the Government 
approved the product. 


Contests, Lotteries, Premiums 
The use of contests has been subject to much activity 
by the F.T.C. and it is not safe to use them. 
Lotteries, gift certificates, and similar practices are 
forbidden. 
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Fictitious Prices 
It is illegal to use false or fictitious prices in advertising 
or on the package. The prices used should be reason- 
ably near the prices at which the goods are sold. 
It is also illegal to state that this is a “special offer,”’ 
“limited offer,” “special price,’ or any similar state- 
ment when such is not the case. 


Country of Origin 

A number of cases have been decided by the Commis- 
sion where it was claimed that the sellers misrepre- 
sented the country of origin. The F.T.C. has gone so far 
as to prohibit foreign city and country names to be used 
in the advertisements or even in the company name, 
when in fact the American corporation was owned by 
the foreign house, and the goods were compounded here 
from foreign ingredients. Words in the foreign lan- 
guages, pictures of foreign scenes or characters have 
been forbidden along with anything else that would 
create a foreign atmosphere around the products. 
Several of these cases have been appealed to the Cir- 
cuit Court of Appeals and the opinion of the courts as 
to whether or not the F.T.C. is right is not known. The 
F.T.C., on the other hand, decided that tooth brushes 
made in this country from imported handles and 
brushes could not be marked in U.S.A. 


Names of Products 

Products named after any ingredients must be named 
after all similar ingredients and these ingredients must 
be the major ones. Thus the F.T.C. objected to the 
name “‘Rose and Almond” when these ingredients were 
not present in sufficient quantity to be of any conse- 
quence. Similarly the F.T.C. ruled against the name 
“Pancreobismuth and Pepsin’’ because the product did 
not contain pancreatin and pepsin in such forms and in 
such amounts as to be active ingredients. 


Earnings of Salesmen or Agents 
It is illegal to make misrepresentations of the earnings 
of salesmen or agents, or to exaggerate these earnings or 
offers in an effort to obtain more salesmen or agents. 
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Enforcement of the Wheeler-Lea Act by 
the Federal Trade 
brought swift changes in advertising and 
merchandising methods of this industry. 
We indicate clearly the practices and 
claims that are now outlawed by enforce- 


Commission has 


ment of this law. 


Advertising Prohibited 


There are a large number of diseases for which self- 
medication is impossible or dangerous. Therefore prod- 
ucts for the treatment of these conditions cannot be 
advertised to the public. For many of these conditions 
there is no known successful treatment using drugs. 
For others, safe drugs alone will accomplish very little. 


Advertising of products for most of the following list is 
prohibited by the California State law, and some others 
are prohibited by other state acts. It appears certain 
that no drug products can be advertised for any of the 


following diseases: 

Diabetes Prostrate gland disorders 
Diphtheria Pyelitis 
Dropsy Scarlet fever 
Encephalitis Sexual impotence 
Epilepsy Sinus infection 
Erosion Smallpox 
Erysipelas Tuberculosis 
Gallstones Tumors 
Goiter Typhoid 
Heart and vascular Uremia 

diseases Veneral diseases 
High blood pressure Whooping cough 


Kidney diseases 


Statements That Cannot Be Made Regarding Any Drug Product 


Albuminaria Mastoiditis 

Alcoholism Menopause 

Appendicitis Measles 

Arteriosclerosis Meningitis 

Blood poisoning Mumps 

Bone Diseases Nephritis 

Bright’s disease Obesity 

Cancer Otitis Media 

Carbuncles Paralysis 

Cataracts Periodontal diseases 

Cholecystitis Pneumonia 

Delayed menstruation Poliomyelitis (Infantile 

Dental caries paralysis) 
Penetrates 


Used successfully by persons all over the world 
World famous 

Natural vegetable ingredients 

Natural product 

Endorsed by universities or health stations 

Guaranteed health for life 

Guaranteed relief 

Sure relief 

Tones up weakened system 

Will build resistance 

Will guard or maintain health 

Most cases of weakness, dull, tired feeling, bad com- 
plexion, can be traced to the digestive organs 


Purifies the blood 

Eliminates poisons 

Stimulates sexual organs 

Always effective 

Contains rare ingredients 

Cleanses or makes strong the stomach, liver, kid- 
neys, bladder, blood, bowels 

Rheumatism is caused by uric acid 

Highest awards 

For swollen glands 


Competent treatment for: 


Dizzy spells 
Hyperacidity 
Male or female sterility 


Not a drug Nervous ailments 
Not a medicine Nervous dyspepsia 
Bad blood Stomach disorders 
Unique method Ulcers 
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Bust developer 

Correct or remove wrinkles 

Correct or remove lines 

Refine crepey skin 

Refine or remove large pores 

Cause sagging contours to become firm or solid 

Rejuvenates the skin 

Revitalize the skin 

Vivify the skin 

Prevents sagging tissues 

Feed underlying tissues 

Restore firmness of youth 

Remove underskin dirt 

Deeply cleanse the pores 

Reaches into the pores 

Lubricate the skin with oils that nature is not sup- 
plying 

Correct acid skin 

Removes freckles 

Remedy for or prevents blackheads 

Remedy for or prevents Acne 

Removes pimples 
















No drug product can be advertised as a cure or 
remedy for any of the following diseases. Claims must 
be limited to temporary relief of pain or of other 


symptoms: 


Arthritis Neuritis 





Warnings are required by the F.T.C. under the 
Wheeler-Lea Act in advertisements when harm might 
be caused by products advertised. As examples, the 
F.T.C. has ordered warnings for products containing 
the following ingredients: 


Beta-Naphthol 
Beta-Naphthol is dangerous and products con- 


taining it should be used only under the direction 
of a physician. 













Alkalizer 
Common every day ailments result from acidity of 
the blood 
Alkanization will serve to correct bodily ills generally 
For colds 
For headaches 
For upset stomach 
For pains 
For neuralgia 


Asthma 


Effective treatment for 
Remedy or cure for 





Statements That Cannot Be Made About Any Cosmetic 


No Cures or Remedies 





Warnings in Advertising 


Prohibited Statements for Specific Products 
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Unique method 

Skin tonic 

Skin purifier 

Lightens dark skin 

Tonic for underlying nerves 

Rid skin of blemishes 

Prevent waxed pores 

Wax-free cream 

Sinks deep into pores 

Nourishes the skin 

Feeds the skin 

Penetrates the skin 

Cure for dry skin 

Correct, end, or banish dry skin 
Restores youthful appearance 
Non-allergic 

Eliminate crow’s feet 

Withdraw taxins from the skin 
Accelerate changes in living skin cells 
Supply materials to the skin to repair waste tissues 
Will remove scars other than on surface 

Will remove pits other than on surface 





Asthma Piles 

Billiousness Rheumatism 
Epilepsy Sciatica 

Lumbago Undernourishment 
Nervousness 






Ephedrine 
Ephedrine and products containing it are not safe 
for persons with high blood pressure, heart and 
kidney ailments. 


Potassium Iodide 
Potassium iodide, other iodides, or iodine, and prod- 
ucts containing any of these ingredients should 
not be used by people with latent tuberculosis, or 
toxic goiter. 





Athlete’s Foot 


Competent treatment for 

Cure for 

Will eradicate the germ or parasites causing 
Will kill the fungi of 


Calcium Products 


Calcium deficiency causes nervousness, insomnia, 
run down condition 


Everyone is born calcium poor 
Few foods supply calcium 
Many people are deficient in calcium 
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Cold 
Competent treatment for, or will be of value in pre- 
venting: 
Bronchitis 
Colds 
Catarrh 


Dryness or irritation of throat 
Gastric acidity 

Headaches 

Influenza 

Laryngitis 

Pneumonia 

Sinus trouble 


Corn Remedies 


Corns have roots 

Will remove roots 

Deadens pain of corns and prevent recurrence 

Entire corn can be removed with fingers after one 
application 

Cures corns or callouses 

Prevents formation or recurrence of corns or 
callouses 

Promptly stops or prevents recurrence of corns or 
callouses 


Cough Drops and Cough Syrups 
Will ward off colds 
Will check colds 
Will check sore throats or irritated throats 


Depilatories 


Delays appearance of new hair 
Discourages growth of any hair 


Epilepsy 
Cure for 
Remedy for 
Harmless 
Non-narcotic 


Eye Lash Grower 
Will grow long or luxuriant lashes 
Supplies nourishment to stimulate roots of lashes 
Use of name “eye lash grower,”’ or “eye lash tonic” 


Eye Wash 


For relief of tired eyes 
For relief of fatigued eyes 


Face Powder 


Causes women to look younger 
Contains nothing to clog pores 
Keeps skin soft and pliant 
Moisture-proof 

Never lets oil of skin come through 
Non-allergic 

Prevents caking or streaking 

Stays on 3 to 5 hours longer 

Will eliminate shine 
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Hair Bleach 
Every user a natural blond 
Keeps hair healthy 
Restores and retains beauty of blond hair 
Sixty per cent. of women were born blond 
Will not lighten hair of brunettes 


Hair Dyes 
Feed roots of the hair 
Promote healthy condition of scalp and hair 
Is a hair tonic 
Colors hair other than by covering hair shafts 
Restores the natural color of the hair 


A warning must also be given in hair dye advertise- 


ments that the product is not safe when used on an in- 
jured scalp containing any cuts, bruises, abrasions or 
inflammatory or eczematous conditions. 


Hair Preparations 

Assures thicker, lustrous, luxuriant hair. 

Cures or prevents baldness 

Cures many cases of scalp diseases 

Cures or prevents alopecia 

Causes stubborn hair to grow 

Nourishing oil 

Scalp food 

Treatment for excessive dryness 

Produces younger or healthy hair 

Prevents excessive oiliness 

Gives new life to the hair 

Reaches the cause of all hair troubles 

Stops or prevents falling hair 

Rejuvenates the roots of the hair 

Promotes new growth of hair 

Revives dormant hair roots 

Revitalizes the hair or scalp 

Promotes a vital, strong, or healthy scalp 

Strengthens the hair 

Enlivens the hair 

Dandruff or itching scalp are causes of baldness or 
cause change in color of hair 

Prevent the natural oil of the scalp from being lost 

Hair or scalp conditions are due to dietary de- 
ficiencies 


Hand Lotion 


Conserves skin oils 
Supplements skin oils 


Hay Fever 
The F.T.C. states that hay fever cannot be treated 

local applications to the membranes of the nose, and 
prohibits the following statements: 

Treatment for 

Remedy for 

Cure for 

Will eliminate pollens from the system 

(Continued on page 563) 
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LMosT four years after its enactment, June 16, 1936, 

the Robinson-Patman Anti-Price Discrimination 
Law is being made the subject of review and appraisal 
as to its effects and results by members of Congress, 
government officials, attorneys specializing in cases in- 
volving the Act, and representatives of trades and in- 
dustries, including drug and cosmetic manufacturing 
interests and retailer groups. Opinions differ about the 
effects or benefits of the law. However, impartial 
opinion seems to indicate that one effect has been in the 
direction of price equalization. Final results in the form 
of court decisions in litigation over its application have 


been limited. a 






'Hailed as Panacea 
q ey vas 
Hailed by its sponsors while pending in Congress and 
soon after enactment as almost a panacea for the 
alleged evils said to be suffered by small business con- 
cerns, and particularly as protection against alleged 
methods of large chain store systems, the act seems to 
have proven a disappointment to its supporters, in some 
respects. This appears to some observers of proceedings 
by the Federal Trade Commission to enforce the act in 
cosmetic, drug, and related cases and to some who have 
been following the course of hearings before a House, 
Ways and Means subcommittee on the latest legislation 
proposed by Representative Wright Patman, Texas, to 
tax large interstate chain stores out of existence. 

Mr. Patman and former Governor Christiansen of 
Minnesota have expressed doubt that the Robinson- 
Patman act sufficiently protects the “‘little fellow.’ The 
passage of the Chain Store Tax Bill is now said to be 
necessary for that purpose. 

In the course of a two-day argument in support of 
this bill, before the Ways and Means subcommittee 
headed by Representative McCormack of Massachu- 
setts, Mr. Patman dwelt at length upon the alleged 
vital necessity of putting the big chains out of business 
if the small independent retailer is to continue in exist- 
ence. When asked by Representative Dingell of Mich- 
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igan, subcommittee member, whether the Robinson- 
Patman Act had not dealt with the so-called evil of loss 
leaders, Mr. Patman replied: ‘“‘Not so far as direct sales 
by retailers are concerned, because that is intra-state. 
That is an intra-state transaction. The Robinson-Pat- 
man Act only affects transactions between the states. 
We cannot deal purely with a local transaction.” | 

Governor Christiansen, who also testified at length 
as public relations counsel for the National Association 
of Retail Druggists, said that so far as the chains were 
concerned, the Robinson-Patman law has been only 
partially effective. It was said that large chains may 
buy the entire output of a factory. In such instances 
there would be no discrimination in price or discounts as 
between customers and the Robinson-Patman law 
would not apply. 


Has Produced Results 


On the other hand, certain trade representatives say 
that the Robinson-Patman Act has produced results in 
wiping out discriminatory practices and reducing 
materially the difference between prices quoted to the 
“big fellow’’ and those given the “‘little fellow.” Row- 
land Jones, Washington representative of the N.A.R.D., 
tells Taz Druc anp Cosmetic INpustry that the law 
has been very beneficial. 

“Tt has stopped the worst of the discriminatory prac- 
tices that had grown up,” said Mr. Jones, “though it 
has not stopped them all. It has caused a revolution in 
discount practices. Manufacturers generally have re- 
vamped their practices as regards prices, discounts, 
allowances, advertising and other services. Such action 
has been taken voluntarily, but in the light of the law’s 
provisions. The average manufacturer has grown care- 
ful. So-called brokerage allowances to large chains have 
been outlawed in the A & P case. Formerly a seller 
would pay large drug chains on their purchases what he 
would have to pay a broker or sales agent, thus produc- 
ing an important differential in prices. This was just 
another form of chiseling practised by big chains.” 
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Originally heralded as the “Anti-Chain 
Store” Bill, the Robinson-Patman Act 
has not killed the chains although it has 
equalized prices to some extent. But the 
law that was the subject of many lunch- 
eons, conferences, and debates, is now 
practically forgotten. What has been 
done, and how about those charges against 
leading cosmetic concerns that have 


never been decided? 


It appears that many results mentioned by Mr. Jones 
have been obtained outside activities of the F.T.C., 
which has only instituted a few cases directly affecting 
the drug and cosmetic trades. It is understood, how- 
ever, that a number of informal complaints in those 
lines are in F.T.C. files. It is no secret that the Com- 
mission has not been as active as some friends of the 
Robinson-Patman Act would have liked, but they 
admit that may have been due to lack of men and 
money. 

Paul Willis, President, Associated Grocery Manufac- 
turers of America, is quoted as authority for the state- 
ment that the spread between prices to large and small 
buyers has been reduced by as much as 50 per cent. But 
there is still a difference. It is understood that Federal 
Trade officials have had under consideration issuing an 
announcement or statement showing that a large re- 
distribution or reallocation has occurred in pricing, re- 
sulting in bringing prices for the large buyer and those 
for the small buyer closer together. Officials administer- 
ing the act assert that this spread has been narrowed in 
every line of industry. 


Chains Not Killed 


At the same time, obviously, persons who expected 
the Robinson-Patman Act would put the chains out of 
business are disappointed. Officials say that chains are 
efficient distributors, and, where they are, the law does 
not touch them. Also, if they buy in large enough 
quantities, they can get the benefit of special and 
greater discounts,—and are said to be entitled to 
them,—than the small buyers. But the law does pro- 
hibit discounts simply based on the fact that a large 
buyer may be in a position to demand them. Once 
more, however, it has been discovered that no law will 
cure all evils. 

Compared to a few years ago, not a great deal is 
heard in trade circles at the National Capital these days 
about the Robinson-Patman law. Drug and cosmetic 
trade and industry representatives in Washington have 
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turned attention to other matters, other problems, other 
laws or proposed laws. Nevertheless, among the most 
interesting groups of cases instituted by the Federal 
Trade Commission under the act is that involving com- 
plaints against a number of cosmetic manufacturers and 
their subsidiaries, distributors and related concerns. 

Respondents named by the Commission in these 
cases were: Elizabeth Arden, Bourjois, Barbara Gould, 
Charles of the Ritz, Coty, Elmo, Richard Hudnut, and 
Primrose House. 

Original complaints in several of these cases were 
issued by the Commission three or four years ago, and 
several of them were amended in May, 1939. 

After extensive hearings held in the cosmetic cases, 
latest indications are that counsel for the F.T.C. and 
for the respondents may agree upon a stipulation of 
facts without taking further testimony. This prosposal 
has been the subject of recent conferences in Washing- 
ton among counsel concerned. If this plan is agreed 
upon, a great saving of time and expense will result. 


Cosmetic Case Charges 


Cosmetic cases involve F.T.C. charges under the 
Robinson-Patman act of hidden demonstrators, price 
discriminations, free goods, payment of push money, 
excessive and discriminatory discount scales; advertis- 
ing and packaging, restricted to chains and operating 
against retailers. In addition to charges that demon- 
strators and push money were not given to all buyers on 
proportionately equal terms and therefore constituted 
violations of the Robinson-Patman Act, the F.T.C. also 
said that demonstrators and push money were viola- 
tions of Section 5 of the Federal Trade Commission Act 
in that they were not used by all manufacturers and 
therefore constituted unfair competition. 

In fact the amendatory complaints issued last year 
by the Commission against cosmetic houses related 
largely to the alleged furnishing by them of “hidden 
demonstrators” of their products to certain merchant 
customers. The Commission charged that the dis- 
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criminations alleged result in substantially lessening 
competition, and in destroying and preventing competi- 
tion between customers who receive and those who do 
not receive alleged discriminatory and illegal practices. 

At hearings on the cosmetic cases, consumer wit- 
nesses testified that they did not know who paid the 
demonstrators of cosmetic preparations, but assumed 
they were employees of the retail stores. According to 
report, it did not appear that the customers were par- 
ticularly concerned whether demonstrators were paid by 
the manufacturers or not. This is not admitted, how- 
ever, by Federal Trade officials concerned with the cos- 
metic cases. 

The cosmetic manufacturers claim that their demon- 
strators wore badges or buttons to show that they were 
connected with the cosmetic houses. Testimony, on the 
other hand, was that these markers were not large 
enough to attract the attention of the average customer. 
Since the inception of these cases, F.T.C. officials say 
that demonstrators have been wearing larger identifica- 
tion badges. It would appear that this would tend to 
offset, in part at least, the charge of deceptive prac- 
tices. On the other hand, if the consumer assumed that 
the store was paying the demonstrator, that would tend 
to support the Commission’s charge. It was said that 
customers do not object to demonstrators wearing 
identifications as manufacturers’ representatives. 


Proportionately Equal Terms 


One of the knottiest problems involved in the cos- 
metic cases and other cases instituted by the Commis- 
sion under the Robinson-Patman Act is interpretation 
and application of the requirement that allowances 
must be made to purchasers on proportionately equal 
terms. This has never been interpreted by the Com- 
mission in connection with such matters as cooperative 
advertising, demonstrators, and other allowances. 

Another very knotty problem is that portion of the 
law prohibiting price discrimination resulting in injury 
to competition, with certain exceptions. On a charge of 
this kind, according to Commission officials, it is up to 
the respondent to prove that the price differentials he 
grants are due to differences in the quantity sold, costs 
of service, and related matters. This involves the ques- 
tion of accounting. One of the reasons why the cos- 
metic cases have been so long in the Commission mill is 
that this problem of accounting has had to be gone into. 
The allocation of proportionate cost of distribution is a 
new subject, technique of which has not been fully de- 
veloped. Discussing this phase of the Robinson-Patman 
Act administration, Albert E. Sawyer, Washington 
attorney, in the George Washington Law Review, Fed- 
eral Trade Commission Silver Anniversary Issue, says: 

“The Robinson-Patman Act presents to the business- 
man the chance to offer the incentive of quantity buying 
by the establishment of quantity discounts, but re- 
quires that such discounts ‘make only due allowances 
for differences in the cost of manufacture, sales, or de- 
livery resulting from the differing methods or quanti- 
ties in which such commodities are to such purchasers 
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sold or delivered.’ This sentence at one stroke brings 
into the administrative processes of the Federal Trade 
Commission an entirely new phase of cost accounting 
technique hitherto seldom involved in adversary pro- 
ceedings.” 

In the case of goods made to order for a merchant 
customer, it is pointed out that the problem is greatly 
simplified because sale is made in advance of manufac- 
ture. Frequently the production cost saving as be- 
tween two quantity brackets may be sufficient to 
justify the discount. Problems and difficulties, how- 
ever, in demonstrating the difference in costs of goods 
manufactured and sold from stock at different rates of 
discount are not simple. Experts say that cost account- 
ing is not so certain in the field of distribution and mar- 
keting costs. It becomes necessary to split up and 
allocate costs of trucking, salesmen, advertising, sales 
promotion, among a number of products and customers. 
However, the opinion has been expressed that if manu- 
facturers would devote as much energy and attention to 
cost accounting in the field of distribution and sales as 
they have regarding production costs, they can prob- 
ably get satisfactory results. 


Won't Accept Costs 


The Commission has refused to accept estimates made 
by respondents of certain costs in Robinson-Patman 
cases, notably that against Standard Brands. On the 
other hand, they have conferred with respondents’ ac- 
counting representatives on methods to be used in cal- 
culating costs referred to above. This saves time and 
money for the Commission and the respondent. 

It has been suggested that differences between Com- 
mission and respondents on procedure to be followed in 
cost studies might be submitted to impartial expert 
Committees for settlement or arbitration. Some stu- 
dents suggest that solution of distribution cost prob- 
lems may tend to correct evils in the present general 
economic situation, which are attributed by many 
authorities to distribution failure. 

Pointing out that price discrimination investigations 
are expensive, and discussing the problem involved in 
basing price differences on cost differences, the Com- 
mission said recently: 

“Investigations of alleged violations of the amended 
section 2 (Robinson-Patman) are much more costly and 
time-consuming than those made under the other acts 
administered by the Commission. This results from the 
technical nature of the act, the defenses available, and 
the consequent particularity of detail required as well as 
the fact that a single investigation may involve from 
one to several hundred possible respondents. In many 
instances where justification for price differences is 
claimed upon the basis of costs, elaborate cost-account- 
ing studies are required. (Ed. Note—It is reported that 
one company spent as much as $22,000 in such ac- 
counting.) 

“Where cost studies become necessary they are care- 
fully coordinated by the Commission’s investigating 
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staff with the legal issues in a particular case to avoid 
excessive accounting costs to the Commission or to the 
proposed respondent. Distribution cost data in ade- 
quate form are frequently not readily available from 
records of proposed respondents, and it is often difficult 
to relate such data to the price differences which may 
exist. The fact is that distribution cost accounting 
adequate for purposes of defense under the Robinson- 
Patman Act is in its pioneer stage, and the difficulties 
which arise will probably continue until adequate cost 
and marketing records, in a form which permits alloca- 
tion of costs as among customers in varying price classi- 
fications, are more generally kept by companies subject 
to the act. 

“In most cases which have come before the Commis- 
sion thus far, where attempt has been made to justify 
price differences on the basis of cost differences, it has 
been the costs of sale and delivery that were involved 
and not those of manufacture. 

“When a company bases its defense to a charge of 
price discrimination on differences in costs the Commis- 
sion in the preliminary stages of the case endeavors to 
give, through its economic and accounting staff, as 
much assistance as is desired and practicable under the 
circumstances in order to determine and allocate such 
costs by sound accounting methods. Often test studies 
are suggested by the Commission and outlined for the 
company. When, however, formal complaint has been 
issued, the burden of proof that differences in cost equal 
or exceed differences in price rests upon the company as 
respondent.” 


Discrimination Must Injure 


In its complaints charging price discrimination, the 
Commission must show that such discrimination results 
in injury to competition. On the other hand, however, 
the burden of proof is upon the respondent to show that 
price discriminations he practises are necessary to meet 
low prices of competitors. The law specifically exempts 
that form of price discrimination from its prohibitions. 

A number of complaints issued by the F.T.C. under 
the Robinson-Patman Act involve simple price dis- 
crimination, in which the issues raised are whether the 
same article is sold at differing prices, whether injury 
to competition results, and whether the respondent 
acted in good faith to meet competition. 

The docket of the Federal Trade Commission dis- 
closes that, at this writing, it has issued 94 complaints 
under the Robinson-Patman Act, and 34 cease and de- 
sist orders, requiring correction of alleged violations of 
the Act. The latest annual report of the F.T.C. shows 
that up until the end of the last fiscal year, June 30, 
1939, the Commission instituted a total of 639 investi- 
gations under the Act, of which 478 were completed. 
Investigations completed or in progress at the close of 
the fiscal year included 174 involving food products, 29 
involving toilet preparations, 26 pharmaceutical prepa- 
rations, 6 medical and surgical equipment, in addition 
to many others. 
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So far, in all Robinson-Patman Act cases appealed to 
the courts from Commission’s cease and desist orders 
and on which court decisions have been rendered, the 
Commission has been sustained. None of these cases 
involved cosmetics or drugs. The Commission com- 
plaints involved in court appeals were directed against 
Quality Bakers of America, a trade association; Oliver 
Bros., Inc., N. Y., selling market information and pur- 
chasing services; Biddle Purchasing Co.; Webb-Craw- 
ford, New Orleans; and The Great Atlantic & Pacific 
Tea Co. United States Circuit Courts of Appeals in 
various parts of the country have upheld the Commis- 
sion’s cease and desist orders. In the Biddle and A & P 
cases, the United States Supreme Court has refused to 
review the judgments of the Circuit Courts. The 
Supreme Court now has the Webb-Crawford Case pend- 
ing before it for review. Last year, Quality Bakers of 
America, a trade association, appealed to the First Cir- 
cuit Court from the Commission’s cease and desist 
order directed against it on the ground of violating the 
Robinson-Patman Act. 


Cease and Desists 


Other Robinson-Patman cases in which the Commis- 
sion has issued cease and desist orders include those 
against Standard Brands, Inc., involving alleged dis- 
crimination in the sale of yeast; also against Miami 
Wholesale Drug Corp., Miami, Fla., and the Miami 
Magazine, involving advertising allowances. In addi- 
tion to these cases and the cosmetic cases, the F.T.C. 
has also issued under the same law complaints charging 
Merck & Co., Inc., with granting unlawful price dis- 
criminations and against A. S. Aloe Company, St. Louis, 
a dealer in surgical products, charged with unlawful 
receipt of price discriminations. 

The Biddle, Oliver, and A & P cases involved alleged 
price discrimination in the form of so-called brokerage 
allowances paid to the respondents. This problem had 
previously been aired to some extent in the F.T.C. in- 


‘ vestigation of chain stores several years ago, also under 


NRA in connection with the administration of certain 
Codes and likewise at Congressional hearings on charges 
made by Representative Patman against American Re- 
tail Federation. It appears that the courts have over- 
ruled the contention of respondents in the brokerage 
cases referred to above that since net prices reflect sav- 
ing in cost to the seller equivalent to brokerage which 
he would otherwise have to pay, then such saving may 
be passed on to the buyer. 

The Merck case involves alleged discrimination 
through classification of customers by size. Besides this 
and charges involved in the cosmetic cases, the Com- 
mission has attacked in other complaints under the 
Robinson-Patman Act such practices as the granting of 
cumulative discounts, discrimination through delivery 
terms, and other‘practices, as violating the law. Whole- 
salers selling at‘retail are considered by students of the 
Act and its administration as having a doubtful status, 

(Continued on page 563) 
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W: WILL outline as briefly as possible the steps to be 
taken in securing Federal permits to use specially 
denatured alcohol, the form of alcohol most widely 
used in drugs and cosmetics. Such permits allow the 
use of alcohol without payment of the heavy Federal 
tax imposed on pure alcohols used for beverage, medic- 
inal and flavoring purposes. The present rate of such 
Federal tax is $4.27) per gallon for 190 proof alcohol 
and $4.50 per gallon for 200 proof alcohol. Specially 
Denatured Alcohols are also exempted from the pay- 
ment of taxes imposed on pure alcohol by most states 
which range up to $1.50 per gallon. 

In order to protect the government against loss of 
taxes through possible diversion of such specially de- 
natured alcohols, or products made from them, to 
beverage use, strict detailed regulations which must be 
carefully observed are provided for by various laws. 
Section 13 of Title III of the National Prohibition Act 
contains the ‘“‘meat’’ of the authority for such regula- 
tions and the policy of the government in effecting 
them. It reads as follows: 

“The commissioner shall from time to time issue 
regulations respecting the establishment, bonding, and 
operation of industrial alcohol plants, denaturing plants, 
and bonded warehouses authorized herein, and the dis- 
tribution, sale, export, and use of alcohol which may be 
necessary, advisable, or proper, to secure the revenue, 
to prevent diversion of the alcohol to illegal uses, and 
to place the nonbeverage alcohol industry and other 
industries using such alcohol as a chemical raw material 
or for other lawful purpose upon the highest possible 
plane of scientific and commercial efficiency consistent 
with the interests of the government and which shall 
insure an ample supply of such alcohol and promote its 
use in scientific research and the development of fuels, 
dyes and other lawful products.” 

The regulations covering the production, sale and use 
of alcohol are contained in “Regulations No. 3 Relative 
To The Production, Tax Payment, Etc. of Industrial 


Alcohol’ and an “Appendix to Regulations 3’’ both of 
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which are issued by the Treasury Department, Alcohol 
Tax Unit. They are sold by the United States Govern- 
ment Printing Office in Washington at 20c and 5c pre- 
spectively. “Regulations 3” was last printed in 1931 
and is far from complete as hundreds of changes have 
been made in its provisions by numerous treasury de- 
cisions copies of which are not generally available. It is 
further reported to be out of print, although we under- 
stand that revised regulations including all changes 
should soon be issued. ‘Appendix to Regulations 3” 
was last issued in 1936 and is relatively up to date 
despite a number of changes in the authorized formulas 
of denatured alcohols most of which are not of par- 
ticular interest to drug and cosmetic manufacturers. 


Not for Internal Use 


At present the government will not issue permits for 
the use of tax free denatured alcohol in the production 
of any products for internal consumption, such as 
medicines and flavoring extracts, and there is no present 
likelihood of a change in their policy of requiring the use 
of tax paid alcohol for such purposes because they want 
the tax revenue. 

They will issue permits for the use of tax free specially 
denatured alcohols in the manufacture of mouth 
washes, dentifrices, etc. however, as well as for use in 
the manufacture of cosmetics and for no other indus- 
trial products. 

Permits are issued, and their provisions enforced by, 
the Alcohol Tax Unit of the Treasury Department 
through the offices of District Supervisors established 
in Boston, New York, Philadelphia, Newark, Baltimore, 
Atlanta, Louisville, Cleveland, Chicago, New Orleans, 
Kansas City, St. Paul, Denver, San Francisco, and 
Seattle. 

The first step in obtaining permits, is to write to the 
Superintendent of Public Documents, United States 
Government Printing Office to obtain a copy of ““Regu- 
lations No. 3” and “Appendix to Regulations No. 3” 
which will cost 20c and 5c respectively, and to write to 
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Obtaining a permit to use specially de- 
natured alcohol for use in the products 
of this industry seems quite formidable 
to many. However, it is relatively simple 
if one will follow carefully the steps that 
must be taken. After the permit is ob- 
tained, careful records and close attention 
to alcohol received and used will soon 


make the matter routine. 


your nearest District Supervisor for the application 
forms and his instructions as to their completion. 

A formula of specially denatured alcohol which is 
authorized for use in the production of your product 
should be selected from “Regulations No. 3”. In the 
production of high grade perfumes, toilet waters, and 
similar products, formula No. 39C (i. e. 100 gallons of 
pure alcohol to which has been added 1 gallon of di- 
ethylphthalate) is preferred. Products made from this 
formula must contain a minimum of 2% by weight of 
essential oils or equivalent perfume materials. Other 
formulas used widely for toilet preparations in which 
lower percentages of essential oils are required are 
formula No. 39B and formula No. 40. Formula No. 
39B is prepared by adding to each 100 gallons of pure 
alcohol 214 gallons of diethylphthalate and 14th gallon 
of denaturing grade tertiary butyl alcohol. Formula 
No. 40 is prepared by adding to each 100 gallons of alco- 
hol 3 ounces of brucine alkaloid or sulfate and 4th 
gallon of denaturing grade tertiary butyl alcohol. 


Mouth Wash Formula 


Mouth washes, liquid dentifrices, and similar prod- 
ucts are made from one of the many possible modifica- 
tions of formula No. 38B which is denatured by adding 
to each 100 gallons of pure alcohol a total of ten pounds 
of two or more U.S.P. essential oils and substances from 
a list of twenty-six such materials as camphor, thymol, 
chlorthymol, oil of peppermint, and others. 

When your formula of specially denatured alcohol 
has been selected, apply to the office of your local Dis- 
trict Supervisor on form 1512 in duplicate for a sample 
(not to exceed 5 gallons) for experimental use and for 
the necessary preparation of samples of your product 
for submission to the Tax Unit’s Technical Division in 
Washington in support of your application for a permit 
to use this alcohol. All questions on this form must be 
answered fully. 

Forms 1479A in quadruplicate should be prepared for 
submission directly to the Technical Division of the 
Alcohol Tax Unit of the Treasury Department in 
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Washington together with 8 ounce samples in duplicate 
of your product and one ounce samples of any perfume 
oils used therein, excepting that 2 ounce samples of per- 
fumes containing more than six ounces of perfume oils 
per gallon are sufficient. A separate set of forms must 
be prepared for each product. The formula must be 
complete and show the exact quantities and kind of in- 
gredients and the volume of the finished product. 

In the event that the alcohol is to be used in a chem- 
ical process, the process should be described on the 
forms 1479A and be accompanied by blue prints in 
duplicate outlining the process which should show the 
location of the alcohol storeroom required. 

All information asked for on these forms should be 
given, and all the instructions respecting their comple- 
tion and the submission of samples and formulas which 
appear on page 27 of “Appendix to Regulations No. 3” 
should be followed carefully. 


Locked Storeroom 


A reasonably strongly constructed storeroom, to be 
kept well locked, must be provided for use in storing 
specially denatured alcohol and nothing else may be 
kept in this room. This storeroom should be large 
enough to contain the monthly quota of alcohol for 
which you intend to apply. Locked tanks, permanently 
located, will be permitted for this storage. The size, 
location, and method of securely locking this storeroom, 
should be fully described on application form 1479 on 
its second page and this storeroom should be prepared 
before you apply for a permit. 

On receipt of notice of approval of your formula or 
process from the local Supervisor, or sooner if you pre- 
fer, application on form 1479 in triplicate should be 
completed and filed with your local District Supervisor. 
This application should be completed fully in accord- 
ance with the detailed instructions the Supervisor will 
send you in his letter transmitting the forms to you. 
The monthly allowance applied for, if approved, will be 
the entire amount you will be permitted to possess dur- 

(Continued on page 562) 
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RESALE PRICES UNDER 
FATR TRADE 


HE Fair Trade Laws, to summarize them briefly, 

provide that any producer or distributor of trade- 
marked articles which bear his name or brand may 
enter into contracts with retailers or with wholesalers 
under which contracts the resale prices of such articles 
either to retailers in the case of wholesalers, or to the 
public in the case of retailers, may be established. The 
law then protects the prices so established by providing 
that the violation of such contracts and the sale of 
goods below the prices so established is unfair competi- 
tion and may be stopped by the suit of any person who 
is injured thereby. When the law says “any person” it 
means just that. It may be enforced by the manu- 
facturer against the wholesaler or retailer, or by the 
wholesaler against the retailer, or by one retailer 
against another retailer. 

The Fair Trade Laws are State laws. They exist in 
all States of the Union with the exception of Delaware, 
Missouri, Texas, Vermont, and the District of Colum- 
bia. Since there is no Federal Fair Trade Law, but 
only a Federal law giving permission to operate inter- 
state under the State laws, it is necessary to have con- 
tracts signed in each and every State in which fixed 
prices are desired. 

When prices are once established by such a contract, 
that contract becomes binding upon all other dealers in 
such products whether such dealers have signed the 
contract or not so long as they know of its existence. 
The Fair Trade Laws described are now in effect in all 
the states of the United States except Delaware, 
Missouri, Texas, Vermont and the District of Columbia. 

The method of securing protection is in all cases the 
same. All that it is necessary to do is for the manufac- 
turer, producer or distributor to enter into a simple con- 
tract for the sale of its merchandise, describing the mer- 
chandise usually sold and agreeing that the buyer will 
not resell the merchandise at any price lower than the 
prices stipulated by the manufacturer or producer in 
schedules which show the maintained prices. 

There is no public “record” “‘filing”’ or “registering” 
of these contracts as seems frequently to be believed. 
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This contract constitutes simply a private agreement 
between the parties. The contract should provide that 
the schedule of prices which is annexed to it or furnished 
with it represents the prices at which the goods are to be 
sold by the buyer as of the time of the making of such 
contract and may provide that these prices be from 
time to time changed by the seller by supplying new 
schedules. These contracts and schedules should main- 
tain the same prices throughout the same ‘“‘trading 
area.’ By trading area is meant the same area in which 
elements of transportation, demand, competition, etc., 
dictate the same prices. In different “trading areas” 
where such conditions are not the same and where as a 
consequence the retail price should be different in view 
of the normal conditions of the trade it is permissible 
that the retail fixed price be such as to conform to the 
requirements of the situation. 

We are reproducing two sample fair trade contracts 
containing blanks for the names of the parties, one of 
which proposed contracts is applicable to an agreement 
between producer and wholesaler and the other to con- 
tracts with retailers. Once such a contract is signed 
between the producer and any wholesaler or between 
such producer and any retailer it then becomes binding 
upon all the wholesalers and retailers whether or not 
they are a party or have signed it. In order that they 
may be bound by the provisions of a contract which 
they have not executed however, it is necessary that 
they have knowledge of the existence of such contracts 
with respect to the goods that they handle. For this 
reason it is essential that all dealers be immediately 
notified after the making of such contracts that such 
contracts have been made and that they be notified 
that the producer or wholesaler has established the 


prices under the schedule which should be included in 
such notification and they should also be advised that 
the producer or wholesaler intends to protect the main- 
tenance of such prices and to secure the enforcement of 
the Fair Trade Laws with respect thereto. 

This notification is frequently sent by registered 
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Manufacturers are allowed to fix their 
prices in all but four states. The pro- 
cedure is extremely simple. No registra- 
tion, application, or anything else of that 


nature is necessary. All you do is issue 


your contracts in all states in which you 
desire to fix prices, This article tells how. 





mail to all dealers in products affected. The law does 
not require that any particular number of such con- 
tracts be executed and it is theoretically true that a 
single contract executed in good faith between a pro- 
ducer or wholesaler and a bona fide dealer notification 
of which is given to the trade would be binding upon 
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the entire trade. However, by far, the better practice is 
to attempt to secure the execution of as many such con- 
tracts as is reasonably possible. This eliminates to a 
degree the question of notice and it also demonstrates 
the good faith and determination of the producer in the 
establishment of his prices. 


MODEL MANUFACTURER-RETAILER CONTRACT 


AGREEMENT, made in the State of by 
and between the undersigned, ““Manufacturer,”’ and the 
undersigned “Retailer.” 

WITNESSETH: 

WHEREAS, the “Commodities,” shown on Schedule 
A hereto attached, as such Schedule shall be con- 
stituted from time to time, are, or may hereafter be, 
distributed under the trade-mark (s), brand (s) or 
name of ‘“‘Manufacturer”’ in fair, free and open competi- 
tion with commodities of the same general class pro- 
duced by others, and the parties hereto desire to avail 
themselves of the benefits of the Fair Trade Act of the 
State of Retailer’s address as shown below; 

NOW, THEREFORE, in consideration of the 
premises and the mutual obligations herein assumed, 
the parties hereto agree as follows: 

(1) “Retailer” will not (except as specifically per- 
mitted by said Fair Trade Act) directly or indirectly 
advertise, offer for sale, or sell any of such “Com- 
modities” in said state at less than the minimum retail 
prices stipulated therefor by “Manufacturer.” 

(2) The minimum retail prices stipulated by ““Manu- 
facturer” for the “Commodities” in said state are those 
now or hereafter designated in Schedule A plus, in each 
sale, the amount of all sales and excise taxes applicable 
to such retail sale in said State. 

(3) “Manufacturer,” at any time and from time to 
time, upon ten days’ written notice to “Retailer,” may 
eliminate “Commodities” from Schedule A, and/or may 
add to said Schedule, and stipulate minimum retail 
prices for, additional “Commodities” and may change 
the minimum retail price of any one or more of the 

“Commodities.” 

(4) (a) The offering or giving of any article of value 
in connection with the sale by ‘“‘Retailer’’ of any of the 
“Commodities” ; (b) the offering or making of any con- 
cession of any kind whatsoever (whether by the giving 
of coupons, trading stamps or otherwise), in connection 
with any such sale, or (c) the sale or offering for sale of 
*General Counsel for the American Fair Trade Council, Inc. 
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any of the “Commodities” by ‘Retailer’ in combina- 
tion with any other merchandise shall constitute a 
breach by “Retailer” of article 1 of this agreement. 

(5) “Manufacturer” in good faith will employ all 
appropriate means, which in the circumstances shall be 
reasonable, including legal proceedings if such other 
means fail, to prevent and to enforce the discontinuance 
of any violation of said minimum retail price stipula- 
tions by any competitor of “Retail”, whether the person 
violating or threatening such violation is or is not a 
party to a fair trade contract with “Manufacturer” 
covering said “Commodities.” 

(6) “Retailer” will not, where statute or law permits 
such restriction, sell any of the “Commodities” except 
to consumers for use. 

(7) In addition to any other legal remedy, the parties 
may have the remedy of injunction to prevent or to 
enforce the discontinuance of any violation of this 
agreement. 

(8) This agreement may be terminated by either 
party on ten days’ written notice to the other but ter- 
mination by “Retailer” shall not affect the rights or 
obligations of either of the parties hereto under the 
Fair Trade Act of said State or by reason of any con- 
tract made pursuant thereto. 

(9) Any notice given under any of the provisions of 
this agreement shall be well and sufficiently given by 
delivering the same personally to the party hereto to 
whom it shall be addressed or by mailing the same in a 
sealed postpaid envelope addressed to such party at its 
address given below. 

(10) This a a shall become effective on the 
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IN WITNESS WHEREOPF, the parties hereto have 


executed this agreement on SIE RTE day of 
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AGREEMENT, made in the City of State 
of by and between (hereinafter 
called the manufacturer), and (hereinafter 


called the wholesaler) ; 


WHEREAS, the Manufacturer is the producer or the 
distributor of various Commodities and the Wholesaler 
is engaged in the sale of such Commodities at wholesale 
in various states which have enacted fair trade acts, so 
called, and the Manufacturer, and the Wholesaler de- 
sire to avail themselves of the provisions of such fair 
trade acts and of the fair trade acts of such other states 
as shall enact such statutes; 


NOW, THEREFORE, THIS AGREEMENT WIT- 
NESSETH: That the parties hereto, for and in con- 
sideration of the premises and the mutual undertakings 
and agreements herein contained do hereby undertake 
and agree as follows: 

1. The word “Commodities” as used in this agree- 
ment is hereby defined to mean commodities which bear 
or the label or container of which bears the trade-mark, 
brand or name of the Manufacturer and which are in 
free, fair and open competition with commodities of the 
same general class produced or distributed by others. 

The word “Products” as used in this agreement is 
hereby defined:to mean the Commodities which are 
specified in Schedule A hereto attached as such schedule 
shall from time to time be constituted. 


2. The Wholesaler will not (except as specifically per- 
mitted by statute), directly or indirectly advertise, 
offer for sale, or sell any of the Products to any buyer in 
any state in which at the time of such sale a fair trade 
act shall be in effect at less than the minimum wholesale 
selling price at that time stipulated therefor in such 
state by the Manufacturer. 


3. The minimum wholesale selling prices stipulated 
by the Manufacturer for the Products in various states 
are those now or hereafter designated in Schedule A 
plus, in each sale, the amount of all sales and excise 
taxes applicable to such sale. 


The Manufacturer, at any time and from time to 
time, by written notice given to the Wholesaler as here- 
inafter provided, may (a) eliminate one or more Prod- 
ucts from Schedule A; (b) add one or more Products to 
Schedule A and stipulate minimum wholesale selling 
prices therefor; and/or (c) change the minimum whole- 
sale selling price of any one or more of the Products. 

Each elimination from and each addition to Schedule 
A and each change in any minimum wholesale selling 
price, including each such change made pursuant to 
article 4 of this agreement, shall be effective at the open- 
ing of business on the date specified in the notice there- 
of, and such notice shall be mailed so that, in the or- 
dinary course of the mails, it will be received by the 
Wholesaler before the date so specified. 


4. In the event that, pursuant to any agreement 
similar to this one, the Manufacturer shall stipulate a 
minimum wholesale selling price for any of the Prod- 
ucts in any given state which shall be different from the 
minimum wholesale selling price at the time stipulated 
for such Products in such state under this agreement, 
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the Manufacturer will give prompt written notice of 
such fact to the Wholesaler and such different minimum 
wholesale selling price shall be effective under this 
agreement as provided in article 3 hereof. 

5. (a) The offering or giving of any article of value in 
connection with the sale by the Wholesaler of any of the 
Products or (b) the offering or making of any concession 
of any kind whatsoever (whether by the giving of 
coupons, trading stamps, or otherwise), in connection 
with any such sale or (c) the sale or offering for sale of 
any of the Products by the Wholesaler in combination 
with any other merchandise shall constitute a breach by 
the Wholesaler of article 2 of this agreement. 

6. The Manufacturer in good faith will employ all 
appropriate means, which in the circumstances shall be 
reasonable, including legal proceedings if other means 
fail, to prevent, and to enforce the discontinuance of, 
any violation of said minimum wholesale selling price 
stipulations by any competitor of the Wholesaler, 
whether the person so violating or threatening such 
violation is or is not a party to a fair trade contract with 
the Manufacturer covering the Products involved in 
such violation or threatened violation. 

7. In addition to any other legal remedy, the parties 
hereto may have the remedy of injunction to prevent or 
to enforce the discontinuance of any violation of this 
agreement. 

8. This agreement may be terminated by either 
party hereto on ten days’ written notice to the other, 
but such termination by the Wholesaler shall not affect 
the rights or obligations of either of the parties hereto 
under any applicable fair trade act, whether now or 
hereafter enacted, or by reason of any contract made 
pursuant to any such act. 

9. Any notice given under any of the provisions of 
this agreement shall be well and sufficiently given by 
delivering the same personally to the party hereto to 
whom it shall be addressed or by mailing the same in a 
sealed postpaid envelope to such party at its address 
given below. 

10. This agreement shall apply to sales of the Prod- 
ucts, or any of them, only at such times as agreements 
of the character of this agreement shall be lawful as 
applied to intrastate transactions, under any statute, 
law or public policy now or hereafter in effect in any 
State, Territory or the District of Columbia in which 
such sale is to be made, or to which the Products in 
question are to be transported for sale, by the Whole- 
saler. 


11. This agreement shall become effective on the... . 
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STATE DRUG AND 
COSMETIC LAWS 


LL the States of the Union have laws regulating 
drug products. Many of these are laws that were 
originally enacted to bring the state laws into conform- 
ity with the old Federal Food and Drugs Act. None of 
the states with these old laws in effect control either cos- 
metics or advertising. Some of the states have enacted 
later laws as the result of the agitation for, and the final 
enactment of the new Federal Food, Drug, and Cos- 
metic Act. Some of these laws went all the way and are 
patterned after the new Federal law and include control 
over cosmetics and advertising. Others merely control 
cosmetics, while still others control advertising but not 
cosmetics. 

The following states have new laws as the result of 
enactment of the Federal Food, Drug, and Cosmetic 
Act: 

Arkansas: Food and Drugs Law. Does not include 
cosmetics for advertising. 

California: Drugs Law. Does not include cosmetics. 
Includes advertising. 

Connecticut: Food, Drug, and Cosmetic Act. In- 
cludes advertising. 

Florida: Food, Drug, and Cosmetic Act. Includes 
advertising. 

Indiana: Food, Drug, and Cosmetic Act. Includes 
advertising. 

Louisiana: Food, Drugs, and Cosmetic Act. In- 
cludes advertising. 

Maryland: Food and Drugs Act. Does not include 
cosmetics or advertising. 

Nevada: Food, Drug, and Cosmetic Act. Includes 
advertising. 

New Jersey: Food, Drug, and Cosmetic Act. Does 
not include advertising. 

New York: Drugs and Cosmetics Law. Includes 
advertising. 

North Carolina: Food, Drug, and Cosmetic Act. 
Includes advertising. 

North Dakota: Food and Drugs Act; Cosmetic Act. 
Does not include advertising. 

Ohio: Food and Drug Law. Includes cosmetics by 
defining them as drugs. Does not include advertising. 

Pennsylvania: Pure Drug Law. Does not include 
cosmetics or advertising. ‘ 

Virginia: Drug and Cosmetic Act. Includes adver- 
tising. 
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Wyoming: Pure Food Law (includes Drugs); State 
Cosmetic Act. Does not include advertising. 

West Virginia: Food and Drug Law: Includes cos- 
metics by defining them as drugs. Does not include 
advertising. 

Wisconsin: Food and Drug Law. Includes cosmetics 
by defining them as drugs. Does not include advertising. 


REGISTRATION 


LORIDA: The State of Florida requires that all 

drug products be registered with them. There is no 
charge for registration, the purpose being to find out 
what products were on the market before the enactment 
of their new law which calls for permits to be obtained 
for new drugs. 


AINE: The State of Maine has in effect since 

1936 a Cosmetic Registration Law which re- 

quires that cosmetics sold in the state shall be registered 

with the Department of Health and Welfare, Augusta. 

The registration calls for a payment of a fee of fifty 

cents for each product, and the registration certificates 

must be renewed annually by payment of fifty cents on 
January 1 for each certificate. 


EW YORK: The New York Drugs and Cosmetics 

Act requires that all manufacturers, bottlers, 

packers, wholesalers of drugs or devices register an- 

nually in the month of September and pay an annual 
fee of two dollars for each place of business. 


EW YORK CITY: Since 1921 New York City 
has required registration with the Department of 
Health of all proprietary drugs marketed in the City. 
However, the definition of a proprietary given by ‘the 
city law is medicinal preparations, other than U.S.P. 
and N.F. preparations, which do not bear the names of 
all the ingredients to which the therapeutic effects are 
attributed. Since the names of these ingredients are re- 
quired by the Federal Food, Drug, and Cosmetic Act to 
be stated on the label, there would appear to be no rea- 
son to register drug products in New York City. 
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Some state laws prohibit advertising of any products 
for diseases listed in the laws. These states, together 
with the diseases for advertising is prohibited are as 
follows: 

California: Albuminaria, Alcoholism, Appendicitis, 
Arteriosclerosis, Blood Poison, Bone Disease, Bright’s 
Disease, Cancer, Carbuncles, Cataracts, Cholecystitis, 
Dental Caries, Diabetes, Diphtheria, Dropsy, En- 
cephalitis, Epilepsy, Erosion, Erysipelas, Gallstones, 
Goiter, Heart and Vascular Diseases, High Blood Pres- 
sure, Mastoiditis, Measles, Meningitis, Mumps, Neph- 
ritis, Otitis Media, Paralysis, Periodontal Diseases, 
Pneumonia, Poliomyelitis (Infantile Paralysis), Prostate 
Gland Disorders, Pyelitis, Scarlet Fever, Sexual Im- 
potence, Sinus Infection, Smallpox, Tumors, Typhoid, 
Uremia, Vebereal Diseases, Whooping Cough. 

Connecticut, Florida, Indiana, and North Carolina 
laws list the same diseases in their laws. The diseases 
for which advertising of drugs is prohibited in these 
four states are: Albuminaria, Appendicitis, Arterios- 
clerosis, Blood Poison, Bone Disease, Bright’s Disease, 
Cancer, Carbuncles, Cholecystitis, Diabetes, Diph- 
theria, Dropsy, Erysipelas, Gallstones, Heart and 
Vascular Diseases, High Blood Pressure, Kidney 
Diseases, Mastoiditis, Measles, Meningitis, Mumps, 
Nephritis, Otitis Media, Paralysis, Pneumonia, Polio- 
myelitis (Infantile Paralysis), Prostate Gland Dis- 
orders, Pyelitis, Scarlet Fever, Sexual Impotence, Sinus 
Infection, Smallpox, Tuberculosis, Tumors, Typhoid, 
Uremia, Venereal Diseases. 

Louisiana’s state law prohibits advertising of products 
for: Bright’s Disease, Cancer, Heart and Vascular 
Diseases, Poliomyelitis (Infantile Paralysis), Tuber- 
culosis, Venereal Diseases. 

Virginia’s state law prohibits advertising of products 
for: Bright’s Disease, Cancer, Heart and Vascular 
Diseases, Kidney Diseases, Poliomyelitis (Infantile 
Paralysis), Tuberculosis, Venereal Diseases. 

New York State enacted a special law this year pro- 
hibiting the advertising of products for venereal 
diseases. 

In practically all the states it is illegal to sell danger- 
ous drugs over the counter. Some of the states have 
passed special laws prohibiting general sale of some of 
these products such as barbiturates and poisons. How- 
ever, manufacturers can be guided in this matter by the 
products which the Federal Food and Drug Administra- 
tion has prohibited from over the counter sale. 

As will be noted from the above discussion, relatively 
few of the States have brought their laws into conform- 
ity with the Federal law. The State legislatures are 
adjourned for this year and no more laws will be 
enacted in 1940. However, next year more states will 
probably revise their laws, and more states will prob- 
ably do so the year after until eventually all are more 
or less in conformity with the change in the Federal law. 

It does not seem likely that any of the new laws will 
go beyond the Federal law or of the state laws that have 
already been enacted. However, it is well to keep a close 
watch on the situation in one’s own state. 
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Alcohol Permits 
(Continued from page 557) 


ing any calendar month, including any stock on hand 
or in transit to you on the first of the month. In com- 
puting the monthly quota applied for, care should be 
taken to allow for some inventory as of the first of the 
month as well as for withdrawals of alcohol in full com- 
mercial size packages during the month. Standard 
packages contain 54 gallons in the case of steel drums, 
and 50 or 52 gallons in the case of wooden barrels. 

A bond, on form 1480, to support your permit must 
be filed in the event that your application is for over 
5 gallons per month. This bond must be in a minimum 
amount of $1000, which will permit of the withdrawal 
and use from 6 to 222 gallons per month. The bond is 
figured at the rate of $4.50 per gallon in even multiples 
of $1000 for larger quantities. 

Applications for permits must also be supported by a 
certified copy of your articles of incorporation; a certi- 
fied copy of the minutes of the meeting showing the last 
appointment of officers; a certified extract from the 
minutes of the meeting giving authority to designated 
officers to sign all applications, bonds, reports and other 
documents required by the government in connection 
with alcohol permit matters; and a completed Form 114, 
Corporation Questionnaire, giving the details of your 
corporate organization including the amount of stock 
authorized and outstanding and, the officers and di- 
rectors’ names and addresses. 

A completed copy of Form 115—Personnel Question- 
naire—must be filed by proprietors, partners, officers of 
corporations, by any other person holding over ten per 
cent. of the corporate stock, and also by any other per- 
son in charge of business operations under the proposed 
permit. 

Signature cards, forms 1503 and 63, should be signed 
with all authorized signatures. Forms 1477, designating 
your alcohol supplier, should also be filed in duplicate 
for each formula of alcohol to be used. 

The Corporate Seal (if any) should be impressed on 
all copies of forms 1479, 1480, 1477 and 114 as well as on 
the certified copy of your articles of incorporation and 
the certified extracts from corporation meetings. All of 
these forms, excepting forms 1477, must be signed be- 
fore a notary who must also impress his seal, and state 
thereon the date of expiration of his commission. 

It is suggested that articles 132 to article 153 of 
“Regulations No. 3,” the letter of transmittal which 
your supervisor sends you with the forms, and the 
forms themselves be carefully read before the forms are 
filled out. The applications should then be filed with 
your district supervisor together with a letter listing all 
of the documents filed. Your district supervisor will 
then cause an inspection of your premises to be made. 
He will also investigate your need for the alcohol, and 
will check the statements made in your applications. 
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Manufacturers using specially denatured alcohol 
must keep accurate permanent records showing the 
amount of each formula of denatured alcohol received, 
the date and hour of receipt if delivered by truck, and 
the serial numbers of the packages. These records 
should also show the amount of each formula on hand 
at all times; the names of the products in which each 
formula is used; and the number of gallons of each sepa- 
rate product manufactured. In addition, invoices or 
other records showing sales of finished products must 
be kept. These records are to be available during busi- 
ness hours to Tax Unit inspectors. 

In the case of permit holders whose business is 
seasonal, the district supervisor may authorize the 
withdrawal of not more than a two month supply dur- 
ing a calendar month, such withdrawal being “‘bor- 
rowed” from a future month in the same calendar year. 
In such cases, the bonds must be increased so that they 
are large enough to cover the total withdrawal. 

The procedure outlined above might seem rather for- 
midable to the uninitiated. However, once familiarity 
with the handling of permits is acquired, the procedure 
becomes relatively simple and routine. Permit holders 
should never hesitate to consult the office of their local 
supervisors regarding any question that arises. The 
personnel of these offices, in practically all districts are 
very helpful since they desire to cooperate in every way. 
Some of the older suppliers of alcohol can also be very 
helpful in guiding permit holders. 





Robinson-Patman Act 
(Continued from page 555) 


to say the least, where there is proof of injury to com- 
petition. The use of private brands to hide price dis- 
crimination is held to be taboo under the Act where the 
private brands are “of like grade and quality” as the 
goods discriminated against. 

In conclusion, during the first few years under the 
Robinson-Patman Act, the Federal Trade Commission 
is pioneering a new field, turning a new furrow, blazing 
a trail in the economics of industry and trade that may 
eventually lead to results of vast and far-reaching im- 
portance to manufacturers, distributors and dealers, 
not only in drug and cosmetic lines, but in all lines of 
the American business world. 





Wheeler-Lea Act 


(Continued from page 551) 


Will heal, toughen, strengthen, or render less sensi- 
tive the nasal membranes or will build tissues 
therein. 

Laxatives 

Will end constipation 

Will eliminate constipation 

Will overcome faulty elimination 

Will overcome sluggishness 

Will overcome ailments associated with caiaataatlin 

Will give glowing, vibrant health 
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Will add years to'one’s life 
Constipation is contributary cause of all disease. 


Nail Polishes, Removers 
Brings vitality to nails 
Nails need calcium 
Causes nails to grow 
Feeds the nails 
Good for dry, brittle nails 
Prevents breaking of nails 
Prevents ingrowing nails 
Prevents splitting of nails 


Nerve Preparations 
Affords relief from all kinds of nervousness 
Will carry new life and vigor to nerve cells 
Will invigorate or revitalize weak organs of the body 


Piles 
Cure for 
Remedy for 
Eliminates all suffering 
Operation unnecessary 


Shampoos 
Cure or treatment for dandruff 
Cure or treatment for eczema 
Cure or treatment for psoriasis 
Cure or treatment for scalp irritations 
Nourishes the hair through the roots 
Prevents hair from falling out 
Promotes new hair growth 
Revitalizes the hair or scalp 


Tooth Pastes 
Competent or effective germicide or antiseptic 
Will keep gums firm and healthy 
Will keep mouth clean 
Will keep mouth healthy 
Will assure sound teeth 
Will remove stains other than ordinary surface 
stains 
Will assure white and sparkling teeth 
Fights or prevents decay 
Removes film 
Prevents pyorrhea 
Prevents trench mouth 


Tooth Powders 
More effective than pastes for brushing, polishing, 
cleaning teeth 
Generally recommended by dentists in preference to 
pastes 
Also all claims not allowed for dentifrices. 


Vitamin Products 
Relief of backache 
Relief of headache 
Improvement of faulty vision 
Loss of appetite 
Loss of weight 
Inability in women to bear children 
Creates sexual desire in men 
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HE COSMETIC TREND: While sales are still 

bogged down somewhat after a comparatively suc- 
cessful season beginning there are now plenty of indica- 
tions of a more than usual sub-surface activity. Prod- 
ucts which in the past have found comparatively little 
advertising support are advertised more frequently. 
The consumption of established articles is increased by 
presenting new arguments on their behalf or suggesting 
new uses. 

The novelty situation remains somewhat in the dark, 
which is rather unusual for this period of the year. No 
sensational developments, as the runaway of the cleans- 
ing and cooling pads several years ago for an example, 
can be forecast. At the same time, there is no lack of 
new articles duplicating regular ones which, generally 
speaking, seem to sell well, showing that the consumer 
is receptive to the new. If any real novelties should 
appear this year their chances seem to be best in the 
field of utility cosmetics. 

Nothing really new can be reported in the make-up 
and manicure lines, excepting probably that stores are 
inclined to carry in them the widest possible variety of 
brands and shade combinations and the tendency of 
filling in upon make-up and manicure counters with re- 
lated items as lotions, creams, etc. It helps the sale of 
established articles but larger turnover certainly could 
be obtained if labels would apply more specifically “‘for 
the hands, face, etc.” 

Perfume sales, while not exactly growing, are satis- 
factory and the drift to better grades persists. There is 
difference of opinion, however, as to size preferences. 
Some buyers say that they find it easy to sell the larger 
sizes while others believe strongly in the below medium 
units. The impression is that the customers like to play 
around with their perfumes and that the smaller unit 
meets this trend more readily. The perfumed eau de 
colognes especially those priced at about $1 appear to 
be in for a bigger season than ever, which is saying a 
great deal in view of last year’s sales totals. The com- 
petition will really be keen this season with big names, 
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MERCHANDISING NEWS | 
and 
PACKAGING NOTES 





new odors and atomizers thrown in—all in the drive for 
sales. 

The outlook remains comparatively good. A rather 
important factor in the situation is that the new income, 
which is now entering the market, affects mostly the 
lower income groups while larger incomes seem to re- 
main approximately stationary. 

It is interesting to note how more and more fashions, 
accessories, jewelry, etc., are taking their cue from 
beauty fashions. This trend is evidenced in such things 
as specially designed gloves with extra extensions for 
the women who like long fingernails. Jewelry—brace- 
lets and necklaces keyed to cosmetic colors and fashions; 
accessory colors named for cosmetic colors, and so on 
down the line—all of which shows that a great deal is 
expected of the cosmetic manufacturer in the way of 
presenting merchandise that lends itself to tie-ups and 
promotions with other departments in the store. Smart 
promotions like those possible with Lentheric’s “‘Con- 
fetti’’ perfume, Lucien Lelong’s “Poker Chip,” Denney 
& Denney’s “Knockout Red,” and Revlon’s “soft 
drink”’ nail enamel colors, “Red Punch” and “Pink 
Lemonade,”’ are sought after by the stores. It’s as easy 
as that—a clever name will do the trick! In other 
words, what can a store do with let’s say a lipstick 
shade called number 8? Well, there it is, just Number 8 
—maybe it’s a grand color but it doesn’t lend itself to a 
thing.’ While on the other hand, names like ‘Poker 
Chip” which inspired stores to display it with great 
stacks of poker chips, red, white and blue costumes and 
accessories; and ‘Knockout Red’’ which was displayed 
with great leather boxing gloves and bright red acces- 
sories, really made it easy for the store to merchandise 
and sell that particular shade. Clever use of names and 
plenty of atmosphere is what does the trick these days. 
As an example, a buyer in one of the middle western 
stores went so far as to have his girls wear “Confetti” 
hats during the Confetti promotion and adorable poker- 
chip-like hats when Lucien Lelong’s Poker Chip red 
was introduced in the store. The girls loved it—it gave 


565 










WHERE DESIGN DEPENDS UPON MATERIAL,.,, 


1's Ridgel BOXBOARD /f Holding Ctl 


The Imra cartons for Parfums 
Chevalier Garde, Inc. made by 
The Wilkata Folding Box Co. 


The Mulford cartons and con- 
tainer for Sharp & Dohme made 
by Sharpe & Dohme. 





petition for 1939—Ridgelo clay coated 

boxboard formed the pure white back- 

ground for the Imra one color carton 

design. The tube in this carton was the 

winner in Class #3 for the same pattern 

as the box and illustrating ‘‘The Most 

Effective Use of Typography or Lettering”. 

Also a winner was the Mulford Lip 

Salve container and cartons in Class #5 

showing ‘’The Most Effective Redesigned 

Package’. Here again the strength of the 

package is found in its simplicity. Both 

of these units have the benefit of strong 

ink values and bright contrast between 

- colors and board. This is possible because 

of the perfect base—Ridgelo clay coated 

boxboard. It uses less ink and uses it to 
better advantage. 

R | d e re) It is always true—as these prize winning 

cartons prove—that attractive designs 

deserve Ridgelo Clay Coated Boxboard— 
all others need it. 


CLAY (COATED) 
BOXBOARDS 


MADE AT RIDGEFIELD, N. J. 
BY LOWE PAPER COMPANY Suppliers to Independent Converters since 1906 


Representatives: E. C. Collins, Baltimore * Bradner Smith and Company and Mac Sim Bar Paper Company, Chicago 


H. B. Royce, * Detroit « Zellerbach Paper Company, Pacific Coast * A. E. Kellogg, St. Louis 





them an added incentive and the customers were 
amused, stopped and—bought merchandise! In the 
case of the “soft drink’’ nail enamel shades, novel pre- 
sentations such as serving real pink lemonade and red 
punch drinks in the beauty salons of the stores and the 
fashion floors, were sponsored by several stores. One 
store went so far as to convert part of its millinery de- 
partment into a circus tent where spring fortune-telling 
took the place of spring bonnets! 

Sunburn preventives, cleansing and conditioning 
creams, foundations, hair preparations, nail prepara- 
tions and polishes, deodorants and depilatories, all sorts 
of bath preparations, light perfumes, and of course, 
plenty of perfumed colognes, will be important through- 
out the summer season. The sale of make-up shades 
which suffered for a while because of weather condi- 
tions, is greatly improved along with new shades of face 
powder. The extremely dark colors which were intro- 
duced at about that time perhaps did not have a fair 
chance and have given way to the brighter shades which 
are being featured. However, they may regain favor in 
the Fall. Strong colors in evening, daytime and play 
clothes, demand strong cosmetic colors to prevent 
costume colors from dominating the features. There- 
fore, deep, vibrant colors, either on the blue-red side or 
those with yellow undertones will be favored, depend- 
ing upon the fashion colors chosen. If, however, sub- 
dued colors and prints are desired, there are many soft 
shades to coincide with changing fabric or a changing 


mood. 


ERCHANDISING PERFUMES AND 
COLOGNES: In view of the continuing trend 

to the perfumed eau de cologne, Beauty FAsHIon in- 
corporating TormLET RequisiTEs, publishes in its May 
issue, a symposium by leading cosmetic and perfume 
retailers throughout the country on the general subject, 
“Whither Perfume.” In this symposium the entire 
question of perfume and perfumed eau de cologne sales 
in relation to each other and to the future of the entire 
perfume business, is discussed pro and con by over 30 
-of the country’s leading merchandisers of these prod- 
ucts. Since the present outlook indicates that sales of 
the eau de colognes for 1940 will double last year’s 
figures, it is at once apparent that the tide is still on the 
rise. Everyone recognizes this fact but the debate 
hinges upon the question of whether this represents an 
expanding market or simply a destruction of a high- 
priced perfume market for a low-priced cologne market. 
Of course, many of those replying take no sides and are 
for selling both, at the same time proposing methods 
and plans by which both markets may be promoted at 
once. This obviously represents the ideal situation but 
the majority, who draw the issue more sharply are 
divided better than two to one among those who feel 
that the perfumed eau de cologne is developing a new 
market and those who feel that it is essentially destroy- 


ing an old one. 
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The following comment is perhaps typical of the 
majority opinion which holds with the expanding mar- 
ket theory: John S. Holliday, Joseph Horne & Co., 
Pittsburgh: “I do not see that there is any problem in- 
volved in the question of whether to sell perfumes as 
such or to sell perfume in the form of eau de cologne, 
toilet water, etc. My own view of the matter is that the 
increasing sales volume of recent years on eau de cologne 
and toilet water represents progress in the form of an 
expanding market and not simply a swapping of sales 
which would otherwise have been made in perfume as 
such. Our department here is one which would certainly 
reflect the latter situation if it really existed. But our 
sales of perfume continue to be highly satisfactory 
while we benefit by the expanding volume on the eau de 
cologne, etc. I do not consider the two competitive in 
any sense. The perfume customer still buys perfume 
for the same occasions and same uses which have 
always prevailed. That same customer is at the same 
time buying more eau de cologne for totally different 
occasions and uses. Customers who never were and are 
not now potential buyers of perfume as we know it and 
sell it, are being converted in great numbers to buying 
and using the perfumed eau de colognes. In my opinion 
this whole development has resulted in expanding our 
market by creating new uses and new customers.” 

The opposing viewpoint is expressed as follows by 
D. Fischman, Saks Fifth Avenue, New York. “I feel 
there has been entirely too much effort put in selling re- 
lated perfume items, and much too little in selling the 
perfume itself. Of course, I realize that a certain 
amount of this is necessary, and is good business. How- 
ever, it has reached a point where, I believe, it has 
definitely had an adverse effect on selling real perfume, 
and will continue to be worse in the future, unless a good 
part of this effort is put into perfume. 

After all, we must remember that perfume itself is the 
basis and foundation of this business, and, unless we 
shift our efforts soon, the entire business is apt to have 
a very serious set-back in the very near future.” 

On the other hand, Robert B. Abrams of The Wm. 
Hengerer Co., Buffalo, holds that, “‘a swing back to per- 
fume promotion would seem to be contrary to the trend 
of the consumers’ habits and swimming against the cur- 
rent is not usually profitable. 

“From a dollar sales standpoint, the lavishness of the 
use of cologne promises much more business than can be 
obtained from perfume as used by most women. 
Cologne is not expensive, hence a woman sprays, rubs 
and splashes it at will. She need not be concerned about 
getting on too much. Precious perfume is used spar- 
ingly, both for reasons of economy and good taste. The 
tiny touch behind the ear does not ring the cash register 
often. 

“The expensive packages that most perfumes are in- 
troduced in may obtain prestige, but with such a small 
number of users that very little business can be done 
outside of a few large metropolitan stores. For smaller 
stores and cities perhaps if such perfumes were intro- 
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Jn Leading Hlores Use 
Scouill- Made Containers 


Of the 57 Brands of Cosmetics carried by 
Mandel Bros.,Chicago, 32 (or 56%) are made 
by firms that have come to Scovill for con- 
tainers for one or more items in their line. 





Beauly THAT BUILDS SALES 


FOR MERLE NORMAN e BUILT BY Scowll 


Modern-smart-brilliant—is the new swivel-type lipstick 
container produced by Scovill for Merle Norman. The 
satin brass outside shell has an ivory enameled base 
highlighted with raised, polished metal bands. The pol- 
ished brass cap bears the embossed Merle Norman 
crest on the end, and the name is incised above a nar- 
row ivory band and filled with matching ivory. 


It is another outstanding example of Scovill’s ability 
to work in close cooperation with a manufacturer in 
designing, developing, and making containers which 
have distinctive sales appeal. If you use vanities, rouge 
boxes, lipstick containers or closures, you may find it 
surprisingly profitable to call in Scovill stylists and en- 


Drug and Cosmetic Container Division 
69 MILL STREET, WATERBURY, CONNECTICUT 


gineers. From creating original designs to assisting at 
the blueprint or model stage, Scovill’s sales-minded 
people are ready to work with you—to secure econom- 
ical production — to give you the benefit of their ex- 
perience in such developments as “Indurite” finish for 
aluminum products (scratch, alcohol and moisture re- 
sistant, requires no lacquer) and an economical process 


for multi-color reproduction on metal. 


For complete information, communicate with our near- 


est branch office or write 69 Mill St., Waterbury, Conn. 


Scovill 


MANUFACTURING COMPANY 





Boston, Providence, New York, Philadelphia, Syracuse, Pittsburgh, Chicago, Cincinnati, 
San Francisco, Los Angeles. IN CANADA: 334 King Street, East, Toronto. 


568 The Drug and Cosmetic Industry 








WATERBURY, CONN. xd 





May ’40: 46, 5 








VANTINE 


FERD. MULHENS 


LEM-PET, INC. 
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VANTINE 


Vantine’s opalescent bottle, repro- 
duced from a French vase, has a lustrous 
pearl-finished stopper, gold-colored 
sprinkler top, gold cord neckband, and 
a decorative leaflet. It holds 8 ounces 
of cologne in apple blossom, clover, 
gardenia or lilac. Individually boxed in 
folding carton. 


BARBARA GOULD 
Barbara Gould’s Daphne Garden 


Fragrance Cologne, is a delightful scent 
in a modern bottle with label and carton 
which carry out the character of the 
Daphne flowers and foliage. Barbara 
Gould is also introducing Bubbling 
Bath, a bubbling preparation for the bath 
in Rose Geranium, Carnation and Daphne. 


FERD. MULHENS, INC. 


Ferd. Mulhens, Inc., is introducing 
a combination of “4711” perfumed de- 
pilatory and “4711” cold cream, to be 
used as a precaution against possible 
irritation. 


CHARBERT 


Charbert’s bath hamper, glorified in 
miniature, comes in pink or blue wood, 
decorated with ribbons and flowers, 
and filled with Charbert’s luxurious 
Bubble Bath powder, in Gardenia, Rose 
Geranium or Pine. Enclosed in the 
hamper is a tiny pink or blue scoop for 
measuring. 


LEM-PET, INC. 

Twill Jelly Shampoo and Hair Con- 
ditioner in convenient tube form, are 
now being introduced by Lem-Pet, Inc. 
The Twill jelly shampoo is said to be a 
new type of shampoo, mild and free 
from harsh ingredients. The Twill hair 
conditioner is a delicate cream that is 
said to invigorate the hair and bring out 
highlights. The box contains a 3 ounce 
tube of the jelly shampoo and a 7 ounce 
tube of hair conditioner. 


KAROFF 


Karoff’s five miniature bottles of per- 
fume are all dressed up in caps and 
gowns and enclosed in a box that re- 
sembles a set of five books with a diploma 
attached by a ribbon which serves the 
purpose of gift card. 
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Department Store Sales of 
TOILET GOODS é DRUGS 
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1937 1938 1939 1940 


Sales of toilet articles and drug sundries by department stores 
in the New York Federal Reserve District were one per cent. less 
in March 1940 than in March 1939. This corresponds to unad- 
justed index numbers of 100.8 for March 1940, 97.2 for February 
1940, and 101.8 for March 1939. 
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1937 1938 


Sales of toilet articles and preparations by department stores 
in Baltimore were 2 per cent. greater, in Washington were 4 per 
cent. greater, and averaged 3 per cent. greater for the whole 
Richmond Federal Reserve District in March 1940 compared 
with March 1939. Unadjusted index numbers for the whole dis- 
trict were 123.6 for March 1940, 116.4 for February 1940, and 
120.0 for March 1939. 
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duced in small packages a quicker popularity could be 
attained and more consumers would continue to use the 
odor in perfume form. 

“Cologne performs functions and has uses that are in 
addition to those accomplished by perfume, such as 
body stimulation, and for perspiration. Good sales- 
girls desire all these items for suggestive selling—the 
perfume for that “special occasion” for the dramatic or 
personal effect and the cologne for the ordinary day 

The opposing view is expressed in this fashion by a 
department store perfume buyer who preferred not to 
be quoted. He says, “Because of the fact that we are 
promoting ‘perfumes’ in forms not strictly perfume, I 
feel we are seriously damaging the legitimate perfume 
business. Package sales of perfumes undoubtedly have 
fallen off and, with the continued concentration on the 
‘sales’ of eau de colognes, toilet waters, etc., I believe 
they will suffer further. 

“‘Package perfume sales have always been profitable 
—increased the average sale and enabled the retailer to 
stock his department with merchandise that he was 
confident would move rapidly. There is no doubt that 
recent cologne, etc., promotions have given added 
volume, but, the entrance into the perfume field by 
strictly cosmetic houses, and the tremendous added in- 
vestments required by the stores, plus the education of 
the public into the lower price brackets, will in the end, 
be a detriment to business.”’ 


Among other most significant comments taken from 
this symposium in the May issue of BEAuty FasHIon 
incorporating TorLET REQuIsITEs are the following: 

It is the opinion of C. J. Hagenah, City of Paris 
Dry Goods Co., San Francisco, that ‘our major prob- 
lem lies in a re-educational program designed to 
acquaint customers of today in the proper use, desir- 
ability and value of perfumes. This can be a coopera- 
tive campaign sponsored by the perfume manufacturers 
or stressed in their advertising approach. Their past 
efforts have been expended to glamorize perfumes and 
to flood the market with new fragrances of which very 
few have been successful, leaving the old favorites still 
reigning supreme. For every new fragrance that made 
its appearance two or three less popular fragrances 
have become practically dormant thus creating an un- 
satisfactory stock condition from the standpoint of good 
merchandising. But, to continue presenting new frag- 
rances too often, I believe, will complicate our problem 
rather than rectify it. Therefore, I believe we would be 
wiser to promote the fragrances we now have, stressing 
their usefulness and promoting them aggressively 
through more distinctive packages with combination 
offers of perfumes and colognes, explaining the dual 
effect that may be obtained and, thereby bringing to 
the customer’s attention the fact that she cannot expect 
the same results from a cologne or toilet water as from 
the perfume itself. This merchandise could be spot- 
lighted by dram presentations, or a combination of 
dram sales, or any number of other ways. Some of the 
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poorer fragrances in the various important lines might 
be restimulated by repackaging in some novel form to 
compete with the cologne presentations along these 
lines.” 

Tom McDonald, The H. & S. Pogue Co., Cincinnati, 
says that “There should and will be a return to strictly 
perfume promotions only when the stores and the man- 
ufacturers find the customers prefer straight perfumes.” 

Harry Becker, Saks, 34th St., New York, believes 
that “Too little emphasis is being put on perfume itself, 
and that, along with the sale of perfume products 
(salts, colognes, toilet water, compose infusion, etc.) 
smaller original packages within the reach of all, would 
aid the sale. Too much emphasis has been placed on 
the building up of the new related items, and now that 
the baby is well able to walk, I believe it not amiss to go 
back to seeing about mother’s new spring outfit—by 
again placing the major emphasis on the perfume 
itself.”’ 

Sally McCoy, R. H. Stearns Co., Boston, thinks there 
is no question that colognes have been overpromoted 
and perfumes neglected. ‘‘It would be just as bad busi- 
ness, however, to use up the best part of your ammuni- 
tion on perfumes and overlook that sizeable volume 
that is possible on these other items. 

It is all a question of proportion arrived at only 
through an analysis of sales and taking into considera- 
tion the added prestige of straight perfume and a desire 
to trade up on the part of the store.” 

Ann R. Corcoran, The M. O’Neil Co., Akron, says 
that, “Toilet water, cologne, bath salts, etc. have 
tended to make the public more perfume conscious. 
There has been nothing to indicate that these items 
conflict with perfume sales, but have been a means of 
adding to and enlarging the perfume field.” 

Fred West of Emery, Bird, Thayer, Kansas City, 
thinks that, ‘‘On the whole, toilet waters and colognes, 
have been good for the cosmetic business. Neither of 
these items take the place of perfume and they are often 
the means of introducing the public to a fragrance; the 
results of which often mean a perfume sale.” 

Perry Zang, Thalhimers, Richmond, does not “see 
any objection to the trend of selling “perfume” in the 
many forms that we now sell same. I believe that this 
establishes a greater acceptance for scented toiletries 
and can result in higher average sales for departments 
promoting the entire co-ordinated group of toiletry 
accessories; however, this trend does not necessarily 
mean that a department should neglect strict perfume 
promotions. I believe there is a happy medium where- 
by we can get both.” 

J. A. St. Cyr, Forbes & Wallace, Inc., Springfield, 
says that customers are buying colognes and toilet 
waters, “Evidently due to the heavy promotional work 
done by the manufacturers, the public has been forced 
to consider these two items and has been given very 
little opportunity to think about perfumes. However, 
we believe that the foundation of the business has 
always been built up around perfumes, and the manu- 


May ’40: 46, 5 


The Drug and Cosmetic Industry 
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Department Store Sales of 
TOILET GOODS « DRUGS 
” 1937 1938 1939 1940 


Sales of toilet goods and drugs by department stores in the 
Chicago Federal Reserve District were 2.4 per cent. greater in 
March 1940 than in the same month of the preceding year. This 
corresponds to unadjusted index numbers of 119.5 for March 
1940, 120.3 for February 1940, and 116.7 for March 1939. 
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Sales of toilet articles and drug sundries were 2 per cent. less 
in Los Angeles, 5 per cent. less in San Francisco, were 7 per cent. 
greater in the stores of the Pacific Northwest, and averaged the 
same in March 1940 as in March 1939 for the whole of the San 
Francisco Federal Reserve District. Corresponding unadjusted 
index numbers for the whole San Francisco District were 104.9 
for March 1940, 92.9 for February 1940, and 104.9 for March 
1939. 
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ELIZABETH ARDEN 


Elizabeth Arden presents Blue 
Grass for the first time in ‘Flower 
Mist.” Blue Grass Flower Mist 
makes an excellent afterbath lotion 
and is available in three sizes in the 
pinch-type bottle furnished with 
an atomizer. 


SHULTON 

Shulton has announced a second 
scent in its Early American toiletries 
line which is called Early American 
Friendship’s Garden. This is a 
bouquet fragrance. The bottle is a 
reproduction of a miniature Amer- 
ican bottle, packaged in a card- 
board box with wrappings which 
carry out the theme of the scent. 


CUTEX 


Cutex introduces a Twin-Kit set. 
Polish, oily polish remover and a 
roll of cotton are packaged in a 
slim, convenient carton. The re- 
mover and cotton roll are ‘‘plus,”” 
for the complete set is just the 
price of a bottle of Cutex polish. 


SUZY 


Madame Suzy, Parisian creator 
of fashionable millinery, has in- 
troduced her first perfume, an ex- 
quisite fragrance called Ecarlate de 
uzy. The crystal bottle, appro- 
priately crowned with a Suzy hat, 
rests firmly on a_ scarlet satin 
foundation in front of a sma 
mirror which reflects its charm. 4, 
Y% and 1 ounce sizes. Distributed 
by S.P.F. of America, Inc. 


PARFUMERIE DE RAYMOND 


Gaily colored plastic caps, with 
labels in color to match, set off the 
radiance of the graceful, tapered 
flacons holding Parfumerie de 
Raymond's Eau de Toilette. Each 
flacon contains three ounces. 


PEGGY SAGE 


Peggy Sage has designed a 
““Pickpocket’’ set that can be 
tucked into a handbag. Its smart 
cover of waterproofed pique makes 
it a handy case to carry along to the 
beach. In addition to polish, it 
contains remover, a roll of cotton, 
emery board and orange sticks. 
Space to fit in a lipstick is pro- 
vided when the cotton roll comes 
out. 

WOODBURY 

To acquaint more women with 
Woodbury facial powder, a free 
gift of perfume is being offered 
with both the 50 and 25 cent 
sizes. A full dram of the new 
Bateek perfume is set in the cover 
of the 50 cent box and a half-dram 
comes free with the 25 cent pow- 
der box similarly set in the cover. 
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HOUBIGANT 


Houbigant introduces its newest 
perfume, Viousueunesa erfume 
that evidences unusual character 
and interest for even the most 
sophisticated. The beautifully 
shaped crystal flacon reposes in a 
white pique-effect coffret and is 
available in two sizes. 


JORDEAU, INC. 


Jordeau, Inc., has prepared a 
pleasing lotion for removing hair 
which can be easily applied with 
a sponge applicator. The new lo- 
tion is available in an attractive 
frosted hexagonal bottle. 


DELETTREZ 


Wildflower Bouquet Cologne is 
being presented by Delettrez. 
Wildflower is a light, fresh scent 
reminiscent of flower-marts, with 
gay, colorful yellows, greens and 
orchids. It is attractively packaged 
in a carton gay with spring flowers. 


MARIE EARLE 


Marie Earle has introduced a 
new eau de cologne which is 
called “‘Ballerina.”” Companion 
items include Ballerina face pow- 
der, lipstick, rouge, eye shadow 
and mascara. 


DORALDINA 


The success of La Conga toilet 
water when introduced last De- 
cember and the present La Conga 
craze, have prompted Doraldina 
to extend the line of La Conga bath 

reparations and the La Conga 
Bath luxuries set makes its debut. 


YARDLEY 


Yardley offers a regular full size 
shaving bowl packaged together 
with a trial size of crystallized 
brilliantine, for the price of the 
shaving bowl alone. 


JOHN J. TRACEY CO. 
The John J. Tracey Co. pre- 


sents the Flaroma crinoline girl 
made of pottery and filled with old 
fashioned bouquet water softener. 
This smart novelty comes in five 
pastel colors, individually boxed. 


LENTHERIC 


A new style decanter presenta- 
tion for “Tweed Bouquet’ has 
been designed by Lentheric, to 
harmonize with its increasingly 
popular “Tweed Perfume’ pack- 
age. The most interesting style de- 
tail is the use of raised U-shaped 
panels of clear glass against a 
frosted glass background. 
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facturers should do all possible to continue featuring 
perfumes first.” 

K. McCarley, Hale Bros., San Francisco, says ‘‘Co- 
lognes, toilet waters, etc., outsell true perfumes ten to 
one, as the giver seldom knows just which perfume 
appeals to the recipient and a good cologne or toilet 
water will always be appreciated. The usual gift price 
range is $1.00 to $5.00 and the true perfumes have very 
little to offer either in packaging or eye appeal at this 
price. On the other hand, 90 per cent. of the colognes, 
etc., fall into this price range and are outstanding in 
packaging and eye appeal. Therefore, since 70 per cent. 
of our perfume business is in gifts, I feel that emphasis 
should be placed on these items rather than on the true 
perfumes.” 

C. B. Drake, Younker Brothers, Inc., Des Moines, 
believes, ““The selling of toilet water, eau de colognes 
and bath salts, is highly desirable for several reasons. 
This is because the type of perfume sold over the 
counter today is very high grade, not cheap in price 
when price alone is considered but for the quality it is 
very reasonable. However, the American public as a 
whole buys very little perfume and the manufacturers, 
on the other hand, have seen fit to put their perfume in 
containers which are decidedly attractive but the in- 
dividual pieces are in a price range that prohibits the 
average purchaser from buying. Ninety out of 100 
people do not hesitate to buy toilet water and the other 
items, which I have mentioned, if they are priced around 
one or two dollars because the value seems great and 
the price small. Once they have tested out this item, 
it is much easier to interest them in the perfume at a de- 
cidedly higher price. 

“T believe if the perfume manufacturers would en- 
courage this type of selling there could be created a 
greater demand for the perfume. Our experience has 
been that when we promoted the various articles as 
above mentioned an increased demand was definitely 
noticeable for the perfume itself.” 


“FEYWIN FINGER JEWELS”: To further the idea 

of its “Jewel Appeal” nail polish, Barbara Bates 
endeavors to create a new fashion with “Twin Finger 
Jewels’’—a sterling silver ring, adjustable to any size, 
with complimentary nail polish in satin lined box to 
retail at $3. Harmony for fingers and fingertips in four 
iridescent ““Jewel-Appeal’’ polishes that match or con- 
trast the jewel-tones of the good-looking cabochon set- 
tings in sterling silver rings. Interesting combinations 
have been created such as an angel pink ring with Angel 
Pink polish; moonstone ring with Evening Star polish; 
frosted blue ring with Frosted Red polish, and grape 
frappe ring with Grape Frappe polish. 


OME ATOMIZER: An interesting innovation in 
Bouquet Lentheric presentations is a new type of 
atomizer consisting of a dome-shaped rubber bulb 
attached to the top of the flacon. By holding the flacon 
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in one hand, you press the dome top, directing the fine 
spray of fragrance. The Bouquet is drawn through a 
glass tube and released in a fine mist from an opening in 
the metal rim around the neck of the flacon. This open- 
ing can be protected to prevent leakage by replacing 
the heavy rubber band provided for that purpose. 


ARBASOL: Barbasol is much in the news these 

days what with its tie-up with the Gem razor on 
the brushless shaving cream and the new cream de- 
odorant for women called ‘“‘Per-Od-Ex.” Of course, 
we've been filled with dire prophecies for years about 
the disappearing shaving cream market, what with 
electric razors on every hand, and perhaps this is 
Barbasol’s way of preparing a new position. 

What we noticed about the Barbasol-Gem tie-up was 
the curious statement that “recent surveys have shown 
that brushless shaving creams have accounted for 52 
per cent. of the total sales in this field.” Our own esti- 
mates for 1939 indicate sales of $2,200,000 for soapless 
and $12,400,000 for shaving soaps, at wholesale. 


UMMER ADVERTISING: Some of the things we, 

and maybe you, have never known ’till now about 
summer advertising, are pointed out by George Bijur 
in an article, “Check List for Summer Advertising” 
which appears in the current issue of “Advertising & 
Selling.” 

Some of his summertime slants of interest to adver- 
tisers in this industry follow. While more wedding 
licenses are issued in June than in any other month 
(14.1 per cent.), May, July, August, September are 
almost as big (together they account for 36.6 per cent. 
of the year’s marriages. The three days preceeding 
July 4 and Decoration Day are two of the peak buying 
periods of the year. Less money is deposited in savings 
banks during the summer quarter than any of the other 
three. In summer women change make-up colors as 
their faces become more sunburned. Last year the 
hottest day of the year came on May 31 (92 degrees), 
year before that August 15 (93 degrees), year before 
that June 24 (97 degrees). More babies are born in 
August and July than during any other two months in 
the year. Dance bands achieve their greatest popu- 
larity during the summer months. Two World’s Fairs 
and two political conventions this summer may lure a 
total of 16,000,000 visitors to the cities in which they 
take place. The drug dealer sees his customers more 
often in summer than in winter. 

He says, “If you go to the public library and pick up 
one of last August’s issues of America’s best known 
magazine, you'll find scattered through its pages about 
$80,000 worth of advertising that was doing only 
$40,000 worth of work. Ads whose effectiveness during 
these hot months was almost halved, because they 
were still huddled in winter copy clothes, wrapped in 
long-underwear layouts, delivering below-zero sales 
talks when the mercury was bubbling.” 
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ADMINISTRATIVE 
PROBLEMS 


HE ORDER OF THE PRESIDENT SHIFTING 

THE FOOD AND DRUG ADMINISTRATION 
as a unit from the Department of Agriculture to the 
Federal Security Agency is far from satisfactory from 
the viewpoint of manufacturers of foods, drugs, and 
cosmetics. One of the reasons for this is that the U. S. 
Public Health Service is already located in the Federal 
Security Agency, and this, being composed of members 
of the medical profession, can not be expected to live in 
harmony with the Food and Drug Administration. 

Certainly there would be friction between these two 
branches of the Federal Security Agency as each of the 
two divisions tried to impress its own ideas on the 
director of the agency regarding the effect on the public 
health of the sale of foods, drugs, and cosmetics. It 
seems almost certain that such a set-up would keep the 
manufacturers in a continual state of unrest due to fear 
of action that he might come as a result of the activities 
of the Public Health Service within the agency. 

Not that we belittle the work that the Public Health 
Service is doing. However, we have repeatedly pointed 
out that governmental officials are all ambitious to in- 
crease their scope and power, and what would be a more 
natural way for the Public Health Service to increase its 
scope and power than by obtaining control over the 
enforcement of the Food, Drug, and Cosmetic Act? 

Many are unable to understand this type of mind and 
are apt to disbelieve that such things go on govern- 
mental bureaus. However, its has always been so and 
will continue to be so. To people who are apt to belittle 
the influence of this type of mind we wish to point out 
the very recent successful fight on the part of the Fed- 
eral Trade Commission to obtain control over the adver- 
tising of foods, drugs, and cosmetics, rather than have 
this control go to the F.D.A. 

Fortunately for this industry the order of the Presi- 
dent which shifts the F.D.A. to the Federal Security 
Agency also transfers Civil Aeronautics Authority to 
the Department of Commerce. This transfer is being 
strongly opposed for the reason that the excellent safety 
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record of commercial flying was made after control over 
civil aeronautics was taken away from the Department 
of Commerce and placed in this independent agency. 
Many feel that a return of this power to the Depart- 
ment of commerce would endanger commercial flying 
to a great extent. 

However, to block the transfer it is necessary for the 
Senate and House of representatives to pass concurrent 
resolutions within sixty days from the order of the 
President, or by June 10. If Congress adjourns before 
June 10—which appears unlikely—the sixty day period 
will begin again when the new Congress convenes in 
January. If Congress does adjourn before June 10, the 
chances of blocking the transfer would be brighter 
since the next Congress will no doubt be more strongly 
Republican than the present one. 


SOPROPYL ALCOHOL IS NOT UNDER RE- 

STRICTIONS of any sort as to its purchase or sale. 

It is in the same class as any ordinary chemical. How- 

ever, labeling of drug products containing isopropyl 

alcohol must give the percentage of isopropyl alcohol on 
the label. 

With reference to alcohol rubbing compounds made 
with isopropyl alcohol, the Food and Drug Administra- 
tion has very definite ideas, and bottlers of this com- 
pound must be guided accordingly. The F.D.A. insists 
that the product must be called “Isopropyl Alcohol 
Rubbing Compound” and nol “Isopropyl Rubbing Alco- 
hol Compound,” since the latter.title might give the 
impression that the word “Isopropyl” is merely a brand 
name and not the type of alcohol used. No wording 
should intervene between “Isopropyl” and “Alcohol.” 
In addition, the term “‘proof’’ should not be used as it is 
not applicable to isopropyl alcohol. 

Since Alcohol Rubbing Compound has become asso- 
ciated with preparations containing seventy per cent. 
ethyl alcohol, the F.D.A. will allow the title “Isopropyl 
Alcohol Rubbing Compound” to be used on prepara- 
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ACETYL SALICYLIC ACID w.s.p. 
and 


STARCH GRANULATIONS 


The standard forms of Monsanto 
Aspirin provide the physical character- 
istics which will supply by far the 
majority of the requirements of the 
trade. Tablets made with Monsanto 
starch granulations are unsurpassed in 
appearance, finish, disintegration and 
texture of the disintegrated mass. The 
standard forms are also adaptable to 


economical use in the manufacture of 


compound tablets. 


Monsanto requests the opportunity 
of supplying your aspirin requirements. 
Samples and further information are 
available on request. MONSANTO 
CHEMICAL COMPANY, St. Louis, U.S. A. 
District Offices: New York, Chicago, Boston, 
Detroit, Charlotte, Birmingham, Los Angeles, 
San Francisco, Montreal, London. 
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STANDARD FORMS OF 
MONSANTO ASPIRIN 


ACETYL SALICYLIC ACID U.S. P. 
crystals 20 mesh 


ACETYL SALICYLIC ACID U.S. P. 
crystals 40 mesh 


ACETYL SALICYLIC ACID U.S. P. 
powder 80 mesh 


ACETYL SALICYLIC ACID U.S. P. 
10% starch granulation 
white 12-50 mesh 


ACETYL SALICYLIC ACID U.S. P. 
16% starch granulation 
white 12-50 mesh 


ACETYL SALICYLIC ACID U.S. P. 
20% starch granulation 
white 12-50 mesh 


MONSANTO CHEMICALS 
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tions containing seventy per cent. of isopropyl alcohol. 
However, preparations that contain less than seventy 
per cent. isopropyl alcohol are considered diluted 
isopropyl! alcohols and cannot use the name “Isopropyl 
Alcohol Rubbing Compound.” 


CCORDING TO REPORTS OF WHAT WENT 

ON at the Spring meeting of the National Whole- 
' sale Druggists’ Association, held in Chicago last month, 
many are of the opinion that the differences now exist- 
ing between the manufacturers and the service whole- 
salers might break into open warfare at any time. Not 
a few of the speakers on both sides asked that neither 
side get “‘jittery’” and upset because things were not 
going the way they would like them to go. 

One speaker put his finger on at least one very sore 
spot when he said that the wholesalers had no right to 
demand manufacturer-wholesaler contracts which 
would net the wholesalers fifteen per cent. on many 
products on which the retailer was only able to net 
eight or nine per cent. Other manufacturers told the 
wholesalers that they could not expect to get every- 
thing they wanted in such a short space of time. He 
said that the manufacturers would work these things 
out over a period of time. 

The wholesalers are apparently setting up their de- 
mands and insisting upon immediate fulfillment of them 
much after the manner of a labor union. They threaten 
to do all sort of things to the products of manufacturers 
who do not conform. They not only want the full fifteen 
per cent. and thereby take the lion’s share of the bene- 
fits of fixed prices away from the retailer, but they want 
twenty per cent. from those who have slow movers. 
They do not believe in lessening the discounts on fast 
selling items so as to help out the retailers,—they want 
to keep all this and then get more for handling the slow 
movers at all. 

They make remarks about their being too many 
competing products and claim that they are going to 
refuse to handle the slow movers. In this way they will 
cut down their stocks and lessen their expenses and also 
the investment in inventory. And still these people call 
themselves service wholesalers. 

We agree that expenses of doing business have risen 
in the case of wholesalers as they have with everyone 
else. But we do not understand why the wholesalers 
should be the only ones to recover these increases com- 
pletely and take away from the manufacturers whose 
goods they handle and the retailer to whom they de- 
liver these goods. The service wholesalers, from all we 
can learn, are in a better position profit-wise today than 
they have been in something more than a decade. Evi- 
dently they feel that since their condition has im- 
proved—largely through the help of manufacturers and 
price maintenance laws—that they get anything they 
want. We do not believe that this is so. ; 

Retail prices of drugs and cosmetics have fixed at 
limits higher than before the advent of the price main- 
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tenance laws. This naturally retards buying of these 
products. The manufacturers are cutting all possible 
costs to maintain profits, but the wholesalers want 
more. We doubt that they will get it. And if they break 
into open warefare, we are apt to see real sparks fly. 

Because we like to give both sides of a situation, we 
present a letter written to us by Sherwood Coffin, Vice- 
president and General Manager of the Coffin-Reding- 
ton Company, San Francisco. We like Mr. Coffin’s 
statement of his problem \cry much, but other whole- 
salers and manufacturers will note that what Mr. 
Coffin says only applies to the West Coast. The 
editorial which instigated Mr. Coffin’s letter took the 
published earnings of McKesson and Robbins under the 
trusteeship and proved that wholesalers were making a 
very good profit. Mr. Coffin’s letter follows: 

“Your editorial on page 673 of the December issue 
has been read with much interest. 

“We are not familiar with the earnings of any specific 
house other than our own but we do know from the 
consolidated statements of McKesson & Robbins and 
the statistics gathered by the National Wholesale Drug- 
gists’ Association that margins of profit are better and 
operating costs lower in other geographical areas over 
the nation than in our own territory. 

“We take exception to your conclusions that all 
wholesalers in the drug business are adequately com- 
pensated. We are sure that there are many wholesale 
druggists throughout the country who do not earn a fair 
return on their capital. This is the case with the Pacific 
Coast houses and we wish to include both Independent 
and McKesson houses in our statement. 

‘Labor costs have risen to where we are paying union 
wages anywhere from 25% to 75% higher than in other 
sections of the United States. Add to this taxes, other 
than income tax, and increased freight costs, and you 
have left no net profit with which to pay a return on 
the investment. 

“If manufacturers are to continue to enjoy the serv- 
ices of full line wholesalers on the Pacific Coast, then 
they are going to have to recognize the high cost of 
doing business here. This may be done by making some 
extra allowance to the distributors in this area to com- 
pensate them for their higher operating costs. This can 
be legally done because there is practically no competi- 
tion between wholesalers West of the Rocky Moun- 
tains and wholesalers East thereof. Another effective 
way would be to advance the retail price. Such method 
would allow the retailer a little much needed relief as 


well as the wholesaler. With Fair Trade this can be 


done. 

“There is justification for such a raise in price based 
upon the additional cost of bringing the merchandise to 
the Coast and the cost of marketing it after it arrives. 

“Your editorial is written without due consideration 
of all the facts.” 
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DOUBLE-DUTY! 


ATOMIZING DROPPERS 


wey 
SS Ts is the first practical atom- 


izer ever produced at a price 

that makes it available as an 

item to be included in packages. 

Either the Atomizing Dropper or 

the Vest Pocket Atomizer makes 

pi and gas 2 

addition to the package for 

Asa Dropper AsanAumitey —§Antiseptics, Nose and Throat 

Remedies, Hair Preparations, Deodorants, Colognes, 

Toilet Waters, Powders, Insect Powders, Deodorant 
Powders, Foot Powders and Toilet Powders. 

The a gs Droppers will atomize both fluids 
and powders. When the point is held down it's a 
dropper; hold the point up and it's an atomizer. 
The fineness of the spray can be adjusted to suit most 
any fluid. 

Write for samples and prices on the Atomizing 
ss gama and the Vest Pocket Atomizer illustrated 

ere. 
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Warren M. Curry L. A. Barber Woodson Barnhart 
2895 Peachtree St. 1123 Broadway 200 So. Commercial 
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NEW INEXPENSIVE QUALITY CLOSURE 
for POWDERS 
by 
76 
EASY... CONVENIENT... ONE HAND OPERATION 
Adaptable to any design of package. 


Application to your package will gladly 
be made on receipt of your container. 


TWO STYLES AVAILABLE: 
FULL OPENING or PERFORATED 


BRASS GOODS MFG. CO., 345 ELDERT ST., BROOKLYN, N. Y. 
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UE TO THE TRANSFER OF THE FOOD 

AND DRUG ADMINISTRATION from the 
Department of Agriculture to the Federal Security 
Agency, which will become effective June tenth if not 
opposed by Congress, the hearings on the proposed 
regulations setting up standards for vitamin products 
under the food provisions of the Food, Drug, and Cos- 
metic Act have been indefinitely postponed. 

When the hearing is finally held, it will be well 
attended both by members of the food industry and the 
drug industry for here is a subject that is of foremost 
interest to both of them. With the drug industry doing 
a business in vitamin products that probably outranks 
the volume done on any other group of products, drug 
manufacturers will be there to defend their markets. 
But the food interests also are huge sellers of vitamins 
and they too are interested in keeping this market. 
Manufacturers of vitamins and vitamin concentrates 
should also be present in force since they have vital 
interests to protect. 

The classification of vitamin products as foods is 
indeed a peculiar trend although the reasoning behind 
the decision is at once apparent. But such a change 
gives the FDA the right to set up standards for prod- 
ucts which are in the U. S. Pharmacopoeia and starts a 
trend which might go to dangerous limits. Not that 
other food products are not contained in the U.S.P. 
such as olive oil, sugar, and many others, but these 
others were not products which had been introduced 
as drugs, nor on these other products did the drug in- 
dustry do practically all the spade work as they did in 


vitamins. 


ND ON THIS SUBJECT OF VITAMINS, the 
FDA says that there is nothing to prevent vitamin 
products from being classified as both foods and drugs. 
Likewise with other products they say that they might 
be classed as both drugs and cosmetics. We thought 
that the FDA at least could decide what definition in 
the law fitted a particular product, but evidently they 
are a bit at sea. We do not see how it helps anyone to 
havea product fall into two classifications. But we 
shall live and learn. 


ODIUM PERBORATE IS A PRODUCT about 
which the FDA cannot make up its mind. Some 
time ago the FDA issued a warning statement that 
must appear in the labeling of sodium perborate prepa- 
rations warning against too frequent use and other sup- 
posed dangers. But now the officials are not quite sure 
that the product should be sold over the counter at all— 
perhaps it is too dangerous for general use by the moron 
public, they intimate. We can now see what this indus- 
try can expect as years go on. For here is an extremely 
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valuable product for medication of the teeth and gums, 
a product from which many have benefited, about to be 
taken off the general market so that a person who 
wanted to use sodium perborate would have to go toa 
doctor or a dentist and obtain a prescription. It is up 
to the drug manufacturing industry to find out what is 
back of this threat. It is the influence of the pro- 
fessions? 


HE TOILET GOODS’ ASSOCIATION has is- 

sued a form of agreement covering the packaging 
of private brand cosmetics. The agreement and the 
statement accompanying it is as follows: 

“The regulations under Section 603 of the Food, 
Drug, and Cosmetic Act provide that where cosmetics 
are to be processed, labeled or repacked in an establish- 
ment owned by someone other than the original manu- 
facturer, a written agreement signed by the actual 
manufacturer and the processor, labeler or repacker 
must be made and must contain specifications for such 
processing, labeling or repacking which will insure, if 
such specifications are followed, that the cosmetics will 
not be adulterated or misbranded upon the completion 
of such processing, labeling or repacking. Each party 
must keep a copy of this agreement until all of the cos- 
metics in the shipment have been removed from the 
processing, labeling or repacking establishment. 

The following is a form of agreement prepared by 
Hugo Mock, our General Counsel. 

The undersigned, the manufacturer,............... 
agrees that any cosmetic now or hereafter furnished to 
the custnmets i. 4 Oi Seek will not be adulterated 
or be unlawful within the meaning of Section 601 of the 
Federal Food, Drug, or Cosmetic Act. 

The customer i... 5.022 agrees that any prod- 
uct furnished to the customer by the manufacturer 
pedinvens okies will not be misbranded by the said 
rg SEO Ferre within the meaning of Sec- 
tion 602 of the Federal Food, Drug, and Cosmetic Act. 

sb sie Mace: WET oe ea ae (Manufacturer) 
PR Een ee ER EF ES (P. O. Address) 
2S hapless Bete ae (Customer) 

o song ie liebe eons nae (P. O. Address) 

Attached to this agreement should be specifications 
for the correct and legal labeling of these products so 
that the customer may be advised of the exact steps 
necessary to insure that the products are not mis- 
branded under the Act when they leave his establish- 
ment, and enter the regular channels of trade. 

Copies of this agreement should be retained by both 
the manufacturer and the dealer until all of the goods 
covered by the agreement have been removed from the 
dealer’s premises, and such copies must be available to 
inspectors of the Food and Drug Administration upon 
request. 
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Modern merchandising demands modern pack- 
aging. These containers are modern as tomorrow 
—handsome in appearance, in any color or color 
combination (opaque or transparent), in almost 
any shape you need (note hexagons and octa- 
gons), seamless and unbreakable, and 


80% LIGHTER THAN GLASS 


Our packaging experts will be glad to confer 
with you on a packaging problem with no obli- 
gation to you. Write or phone us. 


@ o 


HYCOLOID « CLEARSITE 


TUBE AND CONTAINER CORP. 
44 AVENUE L., NEWARK, N.J. 
N.Y. Sales Office, 626 Fifth Avenue Cl 6-2425 
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Jomen don’t have to be told 
that one bath crystal base hardens the bath water .. . that 
another softens it . . . leaving them feeling fresh and clean! 


NATURALLY, they'll buy your bath crystals again and again if they 
are the kind that soften the water. 


NATURALLY, you won't object to the few cents more for Snowflake 
—used in all the better bath crystal bases—if that slight extra cost 
is more than offset by the better price they bring! 


NATURALLY, Snowflake sells better, because its tiny needle-like 
crystals are beautiful to look at. They have sales-counter appeal when 
they are delicately tinted and made up in transparent packaging. 


Snowflake is a pure, crystalline sodium sesquicarbonate—which 
means that it is a mild cleanser in its own right. And here’s an extra 
tip . . . when used with other compounds, it makes the perfect 
bubble bath. Write for complete information today on the use of 
Snowflake Crystals for bath preparations. Fill in the coupon for your 
copy of the Solvay Products Book. 


SOLVAY SALES CORPORATION 


Alkalies and Chemical Products Manufactured by The Solvay Process Company 
NEW YORK, N. Y. 


40 RECTOR STREET 







Solvay Sales Corporation . 40 Rector St., New York, N.Y. 


Please send me a copy of the Solvay Products Book. 
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Complaints 


Hair Curler and Straightener 

The F.T.C. has charged Erwin Lechler, 
trading as Lechler Laboratories, New 
York, with misrepresentation of soap and 
cosmetics. 

Respondent allegedly advertised that 
“Curl-A-New” soap contains substances 
which make straight hair curl, ‘‘preserve”’ 
natural curls, train the hair to curl and 
bring out curls or waves which “are asleep 
in the hair,”’ when such are not the facts 
and when the use of the product will not 
accomplish any of the other things claimed 
for it other than what might be expected 
from use of a good quality of ordinary 
soap. The respondent also is alleged to 
have advertised that this soap is a new 
scientific discovery and is enthusiastically 
recommended by a host of parents’ maga- 
zines, when such are not the facts. 

Respondent’s preparation “Moorish 
Snow White Pomade”’ allegedly was ad- 
vertised as being made by the inventor of 
“Moorish Strate-Black’’, the famous com- 
bination hair dye and straightener; the 
product “569 Moorish Strate-Black’’ as 
serving to make and keep kinky hair 
straight and as being safe and harmless; 
and ‘Moorish Hair Pencil” as being cap- 
able of instantly eliminating the first 
white hairs. The complaint alleges that 
the respondent’s “Snow White Pomade”’ 
is not a hair dye and straightener; that 
“Moorish Strate-Black”’ will not straighten 
kinky hair or keep it straight, and is not 
harmless for use as recommended because 
it contains pyrogallic acid, a benzine de- 
rivative, and a large proportion of copper 
salts, and that “Moorish Hair Pencil’’ will 
not instantly eliminate the first white 
hairs, and is not a safe and harmless prod- 
uct because it contains metallic salts which 
have a corrosive effect upon the skin. 





Just For lron Deficiency 

Alleging misrepresentation of a medic- 
inal preparation the F.T.C. has issued a 
complaint against William Clarence Ohlen- 
dorf, trading under the names W. C. 
Ohlendorf, Clarence Ohlendorf, C. Ohlen- 
dorf and Dr. Ohlendorf, Chicago. 

Respondent allegedly represented ‘Dr. 
Ohlendorf’s Tonic” as a cure or remedy 
and competent and effective treatment for 
kidney, bladder and nervous disorders, 
rheumatism, neuritis, diabetes and catarrh 
of the bladder and bowels, when such were 
not the facts. 

Respondent allegedly advertised that 
use of his preparation will be beneficial to 
the weak and anemic when in fact the 
preparation will have no therapeutic value 
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in treating anemia cases in excess of im- 
proving the condition of the blood in those 
cases where anemia is caused from a 
deficiency of iron in the blood. 

The respondent also is alleged to have 
represented that its product will tone up 
the nerves and act as a diuretic to the 
kidneys, when such are not the facts. 


Germicide Dilution Too Great 

TheF.T.C. hasissued acomplaint against 
Purex Corporation, Ltd., Los Angeles, 
alleging misrepresentation in the sale of 
“‘Purex,’’ intended for use as a germicide. 

Respondent corporation allegedly ad- 
vertised its preparation as a “most power- 
ful germicide” and represented that a solu- 
tion made by adding two tablespoons of 
Purex to a gallon of water will, when ap- 
plied externally to livestock and other 
animals, destroy bacteria and disinfect 
any surface cuts or sores, and that such 
solution will prevent the spread of bacteria 
and will destroy bacteria on metal or wood 
equipment. 

Complaint alleges that while prepara- 
tion possesses germicidal properties, the 
solution in question is wholly ineffective, 
and that in order for a solution of Purex to 
constitute a competent and effective germ- 
icide or disinfectant, it would have to con- 
tain at least 10 per cent. of the respond- 
ent’s preparation in its undiluted form. 


“Murine” Claims Challenged 

The Murine Company, Inc., Chicago, is 
charged with misrepresentation of 
“Murine.” 

Respondent is alleged to represent that 
““Murine’”’ is a cure, remedy and competent 
treatment for eye strain caused by exces- 
sive use of the eyes, and that it will prevent 
eye strain due to dust, sun, light glare, 
driving, movies, reading, sewing, and other 
excessive uses of the eyes, and quickly re- 
lieve and eliminate the irritation and eye 
strain which they cause. 

Complaint alleges that the preparation 
is not a cure, remedy or competent treat- 
ment for eye strain caused by excessive 
use of the eyes; that after strain caused by 
excessive use or uncorrected defects in 
focusing, the instillation of the respond- 
ent’s preparation into the conjunctival sac 
of eyes so afflicted will have no effect other 
than that of affording a sensation of re- 
freshment; that the respondent’s prepara- 
tion will not prevent eye strain due to the 
several causes mentioned, and will not re- 
lieve or eliminate irritations in excess of 
affording a temporary sensation of refresh- 
ment to the eyes. 
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B.T.C. ACTIVITIES 


Orders 


“Knogray” Hair Color Stopped 

Madame Marguerite Turmel, Inc., New 
York, trading also under the names 
Madame Marguerite Turmel and Madame 
Turmel, has been ordered to cease mis- 
leading representations of “‘Knogray,” a 
treatment for coloring gray hair or streaked 
or faded hair. 

The order directs the respondent to 
cease representing that its preparation 
will color the roots of the hair or have any 
effect thereon or on new hair growth, or 
will restore the natural or original color to 
the hair, or affect the color of the hair in 
any way other than as a dye. 

The respondent also is ordered to desist 
from the claim that the preparation is not 
a dye or is anything other than a dye, and 
that anything less than repeated applica- 
tions of the preparation will cause the hair 
to retain the color imparted to it by the 
preparation. 





Cosmetic Lottery Stopped 

The F.T.C. has ordered Mills SalesCom- 
pany of New York and five of its officers, 
to discontinue lottery methods in sale of 
cosmetics, shaving and dental creams, drug 
and household sundries and other articles. 
Respondent officers are David, Evelyn, 
Joseph and Walter Jacoby, and Estelle J. 
Kruger. 

The Commission order directs respond- 
ents to cease (1) selling and distributing 
merchandise so packed and assembled 
that sales to the public are to be made by 
means of a game of chance; (2) supplying 
to or placing in the hands of others (a) 
merchandise together with push or pull 
cards, punch boards or other lottery de- 
vices, or (b) such devices. either with 
assortments of merchandise or separately, 
which devices are to be or may be used in 
selling any merchandise to the public, and 
(3) selling or otherwise disposing of any 
merchandise by means of a gift enterprise 
or lottery scheme. 


Shampoo-Kolor’’ Claims Stopped 

The F.T.C. has ordered Valligny Prod- 
ucts, Inc., New York, to discontinue mis- 
representation of “Shampoo-Kolor’”’. 

Shampoo-Kolor, according to Commis- 
sion findings, was advertised as being cap- 
able of coloring the roots of the hair, 
affecting the color of new growth hair, and 
eliminating the necessity for repeated ap- 
plications in order to prevent the new 
growth from showing gray, streaked or 
faded above the scalp-line. 

Other representations made were that 
use of the preparation causes the natural 
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color to be restored to the hair; that the 
preparation is made in France and is 
uniquely different or entirely revolutionary 
in methods or results. 

The Commission found the respondent’s 
advertisements to be exaggerated and mis- 
leading and ordered it to cease represent- 
ing (1) that Shampoo-Kolor will color the 
roots of the hair or have any effect thereon 
or on new hair growth, or restore the 
natural or original color to the hair, or 
affect the color of the hair in any way 
other than as a dye; (2) that anything less 
than repeated applications will cause the 
hair to retain the color imparted by the 
preparation; (3) that the preparation is 
compounded or manufactured in France 
or in any country other than the United 
States, and (4) that it is “unique” or 
“revolutionary” in methods or results. 





Delayed Menstruation 

An order prohibiting misrepresentation 
of medicinal preparations for use by 
women has been issued against Western 
Refining Company, Inc., Lowell, Mass., 
trading also as The Motex Company and 
Cote Products Company. 

In the sale of preparations known as 
“Motex,” “Motex Pills” and “‘Cote Pills,” 
the respondent corporation is directed to 
cease representing that they constitute 
safe, competent or scientific remedies for 
delayed menstruation, or have any value 
in treating this ailment, or that their use 
will have no ill effects upon the body. 

The respondent is also directed to cease 
representing that its preparations contain 
no harmful or dangerous drugs or that use 
of the products will have no ill effects upon 
the body (this representation being made 
through failure to reveal that use of its 
products may result in serious or irrepar- 
able injury to health). 





Nu-Myst Stopped 

Forson Laboratories, Inc., New York, 
engaged in distribution of ‘‘Nu-Myst’”’ and 
a vaporizer for its use, has been ordered to 
cease misrepresentation of the efficacy of 
the preparation. 

The Commission finds that ‘‘Nu-Myst”’ 
is a liquid composed of common ingredi- 
ents prescribed by physicians for relieving 
“colds,” and containing menthol, cam- 
phor, thymol, oil of pine, eucalyptol, 
benzyl benzoate and aromatics, with an 
alcohol base of 87 per cent. 

Respondent corporation is found to have 
represented that the preparation brings 
speedy relief to sufferers from colds, hay 
fever, rose fever, asthma and other nasal 
and bronchial afflictions. 

Findings are that the representations 
are misleading and untrue; that the 
diseases named, except colds, are grouped 
under the so-called “‘allergies,”’ the causes 
of which are manifold, and that since there 
are so many causes it is impossible for a 
formula such as “Nu-Myst”’ to bring re- 
lief from any of these conditions. 
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Respondent is ordered to cease and de- 
sist representing that the preparation will 
destroy or prevent the growth of bacteria; 
that it is a cure or remedy for colds, 
whooping cough, hay fever, rose fever or 
asthma, or that it is an effective treatment 
or relief for these ailments beyond such 
temporary relief as may be afforded by the 
temporary allaying of local irritation. 


Colloidal Sulfur Claims Stopped 


Misrepresentation of a medicinal prepa- 
ration is prohibited under an order issued 
against Patch Premek Corp., Los Angeles, 
and H. K. Patch, its president, who also 
trades under the name of H. K. Patch 
Company. 

Among claims found to have been made 
were that “Premek 33,” which is also sold 
to the medical profession as “C. S. 53,”’ is 
an amazing new discovery effective for 
ending all kinds of irritations and capable 
of curing eczema, athlete’s foot, dhobie, 
chafing, shingles, ringworm, and various 
other irritations and conditions. 

Commission findings are that the only 
ingredient in the respondent’s product 
which is of consequence therapeutically is 
colloidal or finely divided sulfur, which is 
neither new nor an amazing discovery, and 
that the preparation is not a quick or 
effective treatment for the conditions men- 
tioned, although it may also be used as an 
accessory treatment for some ailments re- 
sulting from superficial causes. 

The Commission also finds that the re- 
spondents’ false advertisements induce or 
are likely to induce, directly or indirectly, 
the purchase of a drug. 

The order directs the respondents to 
cease disseminating advertisements which 
represent, directly or through implication, 
that their preparation is a cure or remedy 
for such various ailments and conditions, 
or that it constitutes a competent or effec- 
tive treatment for any of them other than 
to serve as an accessory treatment for 
those which are due to superficial or ex- 
ternal causes only. 

Other representations ordered discon- 
tinued are that the preparation is a bac- 
tericide or will prevent reinfection; that its 
use will stop perspiration or prevent body 
odors, and that it is a ‘‘new’’ or an “‘amaz- 
ing”’ discovery. 





Delayed Menstruation 

Blanche Kaplan, trading as Progressive 
Medical Company and as Ladies Aid Com- 
pany, Chicago, engaged in the sale of 
medicinal preparations for delayed mens- 
truation, has been ordered to cease false 
and misleading advertisements concerning 
her products. 

Respondent has represented that her 
medicinal preparations known and desig- 
nated as “‘Ladies’ Aid No. 2, Ordinary 
Strength,” and ‘Ladies’ Aid No. 3, Extra 
Strength,” are cures or remedies for de- 
layed menstruation and are non-irritating, 
mild, efficient and specific treatments 
therefor. 
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Last January the Federal Trade Com- 
mission was granted a preliminary injunc- 
tion by the U. S. District Court for the 
Northern District of Illinois, Eastern 
Division, enjoining the respondent from 
disseminating any advertisement, for the 
purpose of inducing the purchase of the 
preparations, which the petition stated 
might cause serious and irreparable injury 
to health if used under conditions pre- 
scribed in the advertisements, or under 
conditions that are customary or usual. 
The preliminary injunction was effective 
pending issuance by the Commission of a 
complaint and final determination of the 
action under its regular procedure. 

Respondent is now ordered to cease dis- 
seminating any advertisement for the pur- 
pose of inducing or which is likely to in- 
duce, the purchase of the preparations, 
which advertisements represent the prepa- 
rations as constituting safe, competent, 
efficient or specific treatments for delayed 
menstruation, or that their use will have 
no ill effect upon the human body, and 
which advertisements fail to reveal that 
the preparations, when taken under condi- 
tions prescribed in the advertisements or 
under conditions that are customary or 
usual, may result in serious or irreparable 
injury to health. 





Obesity Product 

Leland F. Benham, trading as Le Flor 
Company, Chicago, has been ordered 
to cease misrepresentations concerning 
his product. 

Respondent represented that his treat- 
ment for obesity, described as the “Le 
Flor Method,” consisting of “Le Flor 
Weight Reduction Tablets” and a so- 
called ‘‘deficient element” diet, is a cure 
or remedy for obesity which does not con- 
tain any dehydration drugs, and that the 
price of $1 per box or 6 boxes for $5 at 
which the product was being offered for 
sale, was a special price, and that the reg- 
ular and customary price was $2 per box. 

The Commission finds that the tablets 
are not a cure or remedy for obesity and 
have no therapeutic value beyond that of a 
cathartic or laxative; that they contain 
dextrose, phenolphthalein, powdered ex- 
tract of bladderwrack, and talc, the drug 
phenolphthalein being a dehydration drug, 
and that the price of $1 per box or 6 boxes 
for $5 at which the respondent offers them 
for sale, is not a special or reduced price 
but the regular, customary and usual 
price. 

The respondent is ordered to cease and 
desist from representing that his prepara- 
tion is a cure, remedy or effective treat- 
ment for obesity or overweight; that the 
combination of the respondent’s prepara- 
tion and diet constitute a cure, remedy or 
effective treatment for obesity; that the 
preparation contains no dehydration drugs, 
and that the price at which the respondent 
offers for sale and sells his preparation is 


special. 
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Hair Dye Claims Stopped 

Rose Heifler and Fred Jackson, doing 
business as Heifler and Jackson, Brook- 
lyn, selling “Morgan’s Pomade,” have 
been ordered to discontinue certain rep- 
resentations concerning their product. 

The respondents represented: “Un- 
doubtedly the finest remedy for grey or 
faded hair is Morgan’s Pomade. This is 
not a dye, but a special compound which 
when massaged into the roots of the hair, 
nourishes it back to its original color and 
hasten? 2." 

The Commission finds that the prepara- 
tion is a lead and sulphur dye which, when 
applied to gray hair, dyes the exterior of 
the hair shaft. Use of the preparation does 
not supply to the hair shaft the color pig- 
ments, a deficiency of which material 
causes gray hair. The advertisements, the 
findings continue, contain no statements 
to the effect that application of the prepa- 
ration to a tender skin, or to skin on which 
there are lesions which have broken the 
continuity of the integument, may be 
injurious. 

Respondents are ordered to cease dis- 
seminating advertisements representing 
that the preparation is not a tint or dye; 
that its application causes the hair to 
change its color without dyeing; that its 
use will restore the original color to gray 
hair or prevent hair from falling out; that 
it penetrates into the roots of the hair and 
enriches the hair, or any advertisements 
which fail to reveal that the application of 
““Morgan’s Pomade”’ to tender, injured or 
broken skin may result in serious injury 
to the health of the user. 


Scalf's Indian River Tonic 


Indian River Medicine Company, La 
Follette, Tenn., engaged in compounding 
and selling ‘‘Scalf’s Indian River Tonic,” 
has been ordered to cease certain repre- 
sentations concerning its product. 

Respondent has represented that the 
preparation will prevent and cure colds 
and build up resistance to other minor ail- 
ments; that it is a competent and effective 
treatment for rheumatism, asthma, sleep- 
lessness, ailments of the liver, kidneys and 
stomach, and that it affords positive or 
certain relief from chronic ailments. 

Findings are that the tonic will not per- 
form the things claimed for it and will not 
afford positive or certain relief for any 
ailment. 

Respondent corporation is ordered to 
cease representations that the preparation 
will prevent or cure colds; build up resist- 
ance to other ailments; has any therapeu- 
tic value in the treatment of sleeplessness, 
nervousness, indigestion, liver, kidney or 
stomach disorders, asthma, or aches or 
pains in the head or joints; is composed of 
natural vegetable ingredients; will in- 
crease weight, restore strength or build up 
the health of users, or that it affords posi- 
tive or certain relief for any ailment. 
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Stipulations 


Not Remedy 

John W. Oneal, trading as J. W. Oneal 
Chemical Company, Martins Ferry, Ohio, 
in connection with the distribution of ‘“To- 
He-To Ointment,” has agreed to cease 
implying that the product is a remedy for 
colds, headaches, sore throat, croup, pneu- 
monia, chafed hands, itching piles, sore 
muscles, chilblains, bruises, rheumatism or 
hay fever, or that it will do more than 
serve as a palliative in connection with 
certain of these conditions. Respondent 
also agrees to discontinue use of the word 
“Chemical,” as part of his trade name or 
otherwise to imply that he is a chemist or 
employs chemists in the compounding or 
manufacture of the product, when these 
are not the facts. 





*Nail-O-Wax"’ To Drop “Wax” 


Juliette Marglen Products Company, 
Hollywood, Calif., engaged in selling a line 
of toilet preparations for use on the finger- 
nails, known as “Juliette Marglen Seal-O- 
Wax,” “Juliette Marglen Nail-O-Wax,” 
“Juliette Marglen Wax-O-Namel,” “Ju- 
liette Marglen Creme-O-Wax,”’ and ‘“‘Ju- 
liette Marglen Nail-O-Wax Remover,” has 
agreed to cease use of the word “Wax” as 
part of the trade name or designation for 
any of the products, and from use of the 
word ‘“Wax’”’ in any way to imply or con- 
vey the belief to purchasers that the prod- 
ucts are composed of wax, or of any state- 
ments or representations tending to con- 
vey the belief that they contain wax in 
such amount as to form a continuous wax 
coating such as would afford protection to 
the nails to which applied, or of any repre- 
sentations that the products will afford 
any appreciable aid in keeping the cuticle 
soft and pliable, or that their use will en- 
courage the growth of stronger or thicker 
nails, or have a stimulating effect on the 
nails, or prevent cracking, breaking or 
splitting of the nails of the user. 





“Digests” To Be Renamed 

Wolverine Products, Inc., Detroit, 
agrees to cease representing that “Digests” 
will overcome or in any way affect halitosis 
or improve bad breath; will aid, promote 
or result in improved digestion, and that it 
is a new product or gives “new relief.” 
The respondent also stipulates that it will 
cease designating its preparation as “Di- 
gests” or by any other name implying that 
it is a digestive or has any direct effect on 
digestion. 


Rectal Product 

Frederick Hoffman, doing business as 
Maxine Company, Fairfax, Okla., in the 
sale of “‘Aviola,”’ for use in rectal diseases, 
agrees to cease representing that the prepa- 
ration is a preventive or competent cure 
for rectal ailments; that it is sold at a 
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price intended to cover only the cost of 
manufacture and not to include a profit; 
is ‘Guaranteed under the Pure Food and 
Drug Act’; has been examined or ap- 
proved by the Federal Government, or 
that the Federal Government guarantees 
that it complies with the law. He also 
agrees to cease representing that his in- 
structions for enema are free or will enable 
one to keep the bowels clean and the body 
healthy. 


Hot Drops" Not Cough Remedy 

William Orland, trading as Hot Drops 
Company, Philadelphia, stipulates that he 
will cease advertising that his product 
“Hot Drops’ is a competent remedy or 
effective treatment for coughs or for sore 
throat; that the preparation has any 
therapeutic value in treating such ail- 
ments in excess of providing a temporary 
palliative relief for some of the symptoms 
commonly encountered in colds, and that 
the preparation gives lasting relief. 


Nasal Filter Claims 

The Nasal Filter Company, agrees to 
cease representing that “Dr. Weaver’s 
Nasal Filter’ will cure hay fever, relieve 
asthma or sinus trouble, prevent asthma, 
hay fever, sinus trouble or anthracosis, or 
that it will provide a defense against colds 
or prevent all dust from entering the 


nostrils. 


Tri-Costivin is Laxative 

Professional Laboratories, Inc., Bloom- 
field, N. J., agrees to cease representing 
that ‘“Tri-Costivin” is not a laxative; that 
it will normalize or regulate the flow of gas- 
tric juice, and that, generally and without 
regard to vitamin deficiencies, this or any 
like product will invigorate the nervous 
mechanism or control the stomach or in- 
testinal musculature. 

The stipulation recites that, according 
to reliable medical authority, the respond- 
ent’s product contains three ingredients 
having specific laxative action and is a 
laxative notwithstanding the respondent’s 
assertion to the contrary. The product, 
according to the stipulation, will not 
normalize gastric juice secretion and, un- 
less in the relatively rare cases of Vitamin 
B, and Be deficiency, will not invigorate 
the nervous system or control the stomach 
and intestinal muscular activity. 

The respondent also will cease repre- 
sentation that by the additional influx of 
function-energizing hormones, the product 
will increase the activity of the pancreas or 
the duodenum, when in fact it contains no 
such hormones, and that, by means of bile 
salts, endocrine gall bladder substance or 
otherwise, the preparation will regulate 
the flow of bile, when in fact the action of 
the ingredients does not warrant this 
claim. 
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SKILLFUL NAVIGATORS 


It’s not always the amount of canvas unfurled —it’s frequently the setting of the sails 
that brings in the winner. HOW TRUE THIS IS IN THE SALE OF DRUG AND PHARMA- 
CEUTICAL PRODUCTS. 

A new or improved ingredient—a better fine chemical—frequently gives a pharma- 
ceutical product new talking points, new sales opportunities. Such a shift rejuvenates 
your whole selling program —revitalizes your entire sales story. Your advertising be- 
comes news. The public tries, tests and buys. No extra pressure, just skillful navigation. 


Perhaps some of your products need a shift in chemical buying, a shift that will make 
your product more efficient. We don’t pretend to know all the answers, but the house 
of Baker has had the privilege of helping many pharmaceutical manufacturers achieve 
their sales goal. 

It may be a refinement of a U.S. P. chemical. It may be a special chemical made espe- 
cially for you to rigid specification. With our background of 35 years in the manufac- 
ture of Baker’s Analyzed C. P. Chemicals for laboratories where testing goes to the 
fourth and fifth decimals, we have learned much about purity and how to control it. 
That’s the reason Baker’s Fine Chemicals are so uniform in quality, so well received by 
the pharmaceutical and drug trade. 

Should you have a manufacturing problem where a fine chemical may enable you to 
offer more selling advantages, we invite you to discuss it in confidence with a Baker 
representative, or, if you prefer, direct with our executives here in Phillipsburg. 


J. T. BAKER CHEMICAL CO., Phillipsburg, New Jersey 


NEW YORK PHILADELPHIA CHICAGO 
420 Lexington Avenue 220 South 16th Street 435 North Michigan Avenue 


Baker’s fine chemicals 


for Pharmaceutical Manufacturers 
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By the COUNCIL on DENTAL THERAPEUTICS, 


American Dental Association 


STURGES’ STANDARD 
PRECIPITATED CHALK 


For many years Sturges Standard Precipitated Chalk has been meet- 
ing the requirements of dentifrice manufacturers furnishing a pre- 
cipitated chalk always uniform, pure, and in its physical characteris- 


tics exactly meeting the specific requirements of the specific formula. 


These qualities of purity, uniform quality, and harmless abrasiveness, 
have long been recognized by the Council on Dental Therapeutics of 
the American Dental Association, and it was on this basis that 
STURGE’S STANDARD PRECIPITATED CHALK was given 


Council approval some years ago. 


JOHN & E. STURGE 


LIMITED 


Distributors: 


H. J. BAKER & BRO. 
271 Madison Ave. * New York, N. Y. 











Exerciser Claims Stopped 

Joe Bonomo, trading as Joe Bonomo 
Publications, New York, agrees to cease 
representing that use of an elastic product 
sold by him and designated ‘(Companion 
Exerciser” will cause a return of pep, vital- 
ity, energy or better complexion right from 
the start or in any specified time; that his 
course designated “Muscle Tension Sys- 
tem’’ will make the user a real man fast or 
give brawny strength, burly health or a 
he-man body; that his course designated 
“Complete Bonomo System’’ will enable 
one to excel in any form of sports or make 
the user a physical wonder, and that the 
“Beautify Your Figure” course will cause 
the user to acquire “inviting contours” 
quickly or in any specified time. 





Medicinal Soap 

Misrepresentation is charged in a com- 
plaint issued against Stiefel Medicinal 
Soap Company and August Stiefel, Preston 
Hollow, N. Y., sellers of medicinal soaps. 

The complaint alleges that August 
Stiefel, president of the corporation, was, 
until 1936, the exclusive sales agent in the 
United States of J. D. Stiefel, Offenbach- 
on-the-Main, Germany, manufacturer of 
medicinal soaps which have been imported 
into the United States and sold extensively 
to members of the medical profession and 
the purchasing public. After the sales 
agency was withdrawn from the respond- 
ent, August Stiefel, in 1936, the complaint 
continues, the respondent organized the 
Stiefel Medicinal Soap Company, formerly 
located at Mortclair, N. J., and entered 
into the sale and distribution of soaps 
other than those produced by the German 
concern. 

“Domestic manufacture, with most 
modern methods and equipment, coupled 
with the elimination of import duties and 
foreign exchange disadvantages, permits 
us to reduce our prices, effective with this 
issue of our price list. 

“The traditionally high quality of our 
products, which the Medical Profession of 
the United States has relied on for over 
half a century, has been fully maintained 
in our domestic products. In order to 
avoid _ substitution, please specify 
STIEFEL’S Medicinal Soaps always when 
ordering from your wholesaler.” 

In addition, the respondents package 
and sell their products in cartons and with 
labels similar in size, color and printed 
matter to the cartons and labels used by 
the J. D. Stiefel concern of Offenbach-on- 
the-Main, Germany. 

Through the use of these representations 
and practices, the complaint charges, the 
respondents represent that their business 
is a part of or is connected with the Ger- 
man firm, and that the products dis- 
tributed by them are the products of the 
German manufacturer and are identical in 
character and quality. In truth, the com- 
plaint alleges, the respondent corporation 


is in no way connected with the German 
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concern, and aside from a small quantity 
of soaps which August Stiefel had on hand 
when the sales agency was withdrawn 
from him, the respondents have sold none 
of the J. D. Stiefel soaps since 1936, but 
obtain their products from other sources. 





Cosmetic Claims Stopped 

The F.T.C. has accepted from Sempray 
Jovenay Company, Grand Rapids, Mich., 
a stipulation in which it agrees to cease 
certain representations in the sale of 
“Sem-Pray Jo-Ve-Nay’’, a cosmetic prepa- 
ration. 

Respondent agrees to cease the repre- 
sentation that its product is a complete 
beauty treatment; that it will smooth 
away or remove lines from the skin or 
change the normal texture of the skin to 
make it seem finer; that the preparation 
will keep the skin young and that it is a 
competent treatment for blackheads and 
will remove all traces of foreign matter 
from the pores. 


Purcell to Stop 

The F.T.C. has accepted from Purcell 
and Company, Chicago, distributor of 
drugs, cosmetics, toilet goods and other 
beautician supplies, a stipulation to dis- 
continue representations of its products. 

Respondent company agrees to cease 
furnishing to beauty shop or school opera- 
tors which it designates as ‘‘service mem- 
bers’’, so-called ‘‘membership certificates” 
representing or implying that the respond- 
ent company possesses knowledge enabling 
it to certify that the “member” or person 
named in the certificate is informed con- 
cerning the chemicals used in the manu- 
facture of beauty preparations, when in 
fact the respondent corporation is not so 
informed as to the extent of the knowledge 
on this subject possessed by such “service 
members.” 

Further representations or implications 
which the respondent corporation agrees 
to cease making are that it manufactures 
the products it sells, does chemical re- 
search work, maintains a laboratory, em- 
ploys chemists, or prepares quantitative 
analyses of preparations submitted to it 
by its ‘service members’’ or others, or 
that its products have world-wide dis 
tribution. 

The respondent corporation further 
agrees to discontinue use of statements 
representing or implying that its prepara- 
tions are identical with or are a duplicate 
of competitors’ nationally advertised or 
trade-marked or copyrighted preparations, 
and that it supplies formulas or chemicals 
by use of which its “service members” 
may produce preparations which are iden- 
tical with or duplications of trade-marked 
or copyrighted products, and to cease using 
the term “Vitamin ‘F’”’ to designate one of 
its products when in fact no so-called 
“Vitamin ‘F’ ” is included among the vita- 
mins currently recognized by authorities 
on vitamin nomenclature. 
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Mystic Cream Modifies Claims 

Mystic Laboratories, Inc., Jersey City, 
in the sale of ‘“‘Mystic Cream,” stipulates 
that it will cease representing that the 
product is an amazing or scientific develop- 
ment, or that, when rubbed on the hands, 
it will cause them to be as soft or as white 
as the hands of a child, or that it will cause 
any immediate transformation in the con- 
dition of the skin. The respondent also 
agrees to desist from representing that the 
product has any other than a temporary 
effect upon the skin unless used regularly, 
or unless such representations are limited 
to rough, red or chapped hands. 





“Old Surgeon's” Remedies 

Hiram Carter, Inc., and S. Fred Griffin, 
president and principal owner, Elmhurst, 
N. Y., engaged in the sale of ‘“‘Old Sur- 
geon’s,” “Old Surgeon’s Remedy” and 
“Old Surgeon’s Double Duty Remedy,” 
are charged with misrepresentation. 

Respondents have disseminated pictures 
of a dejected, haggard, worried-looking 
man, followed by pictures, apparently of 
the same man, in robust health and in a 
bright, gay and cheerful mood, with the 
following statements directly underneath: 

“‘He’s listless and low, sleeps poorly, 
nerves on edge, bothered with indigestion 
and sundry aches and pains, but worst of 
all his strength seems to have ebbed away 
so he’s only half the man he used to be.”’ 

“Back on the job again feeling tip top. 
Hard work means nothing now—and after 
a good day’s work he feels like going out 
evenings for a good time. Life is worth 
living once more. He tells all his friends 
about Old Surgeon’s and he’s sending his 
photograph and testimonial for the benefit 
of others who need the same kind of help. 
His message is ‘Go thou and do likewise’.”’ 

Through these and other representa- 
tions, the complaint charges, respondents 
have represented that their preparations 
are a cure or remedy for impotence or lost 
energy, indigestion, rheumatism, asthenia, 
neurasthenia, gout, sciatica, general debil- 
ity, neuritis and arthritis, and that the 
price at which the preparations are offered 
is a special or reduced price much less than 
that at which they are customarily offered 
for sale. 

The complaint alleges that the prepara- 
tiors possess no therapeutic value in con- 
nection with the treatment of the ailments 
named in excess of possessing slight laxa- 
tive and analgesic properties, and that the 
price at which they are offered is in no 
sense a special or reduced price, but the 
regular and customary price at which they 
are sold in the regular course of business. 

The complaint also charges that the 
respondents’ place of business is repre- 
sented as a large, 2 or 3 story building, 
when in fact the respondents merely 
occupy two small offices and a loft. 
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Kolmar Laboratories, private label manufacturers 
exclusively, protect your reputation with Prod- 
ucts Liability Insurance. 


Kolmar sels the 
fashion in ipslick 





and rouge s Nades. 


let us creale a 
new and diflerent 


color coordination 
especially for you. 


KULMAR 


LABORATORIES 
MILWAUKEE « NEWARK 


Representatives 


Douglas Haggerty, 122 E. 42nd St., New York City 
W. C. Boyd, Quinby Building, Newark, N. J. 
Warren Curry, 3950 Club Drive, Atlanta, Ga. 
Norman Kole, 980 Merchandise Mart, Chicago, Ill. 
R.F.G. Byington, 155 N. Vermont Ave.,Los Angeles, Cal. 
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People 
B. E. Levy Celebrates 30th 


Anniversary 

On April 8, Benjamin E. Levy, chairman 
of the board of Coty, celebrated the thir- 
tieth anniversary of the establishment of 
Coty interests in this country. A surprise 
supper party was given for him by the 
Coty executive staff at the Ritz-Carlton 
Hotel on April 7. 

Another Coty anniversary was cele- 
brated on April 12, in honor of Edna M. 
Jones, assistant treasurer and assistant 
secretary. This was her twenty-fifth year 
with Coty, Inc. She entered the firm as 
confidential and financial secretary to Mr. 
Levy, becoming thereafter credit and per- 
sonnel manager and finally honored with 
election to officership. Miss Jones’ anni- 
versary was celebrated by the entire staff 
of Coty employees as well as other mem- 
bers of the organization. 


Jacqueline Cochran Breaks Record 

Jacqueline Cochran flew 1,242.74 miles 
at a speed of approximately 324 miles an 
hour on April 6, to claim a new world rec- 
ord for the distance. The accepted record 
for the distance is 311 miles an hour. 
While Miss Cochran was establishing a 
new aerial speed record in California, Col. 
Charles W. Kerwood, chairman of the 
award committee of Air Service Post 501, 
American Legion, announced that the 
post’s newly established William J. 
McGough Memorial Trophy had been 
awarded to her for her aviation activities 
in 1939. The records set by Miss Cochran 
last year include the woman’s national al- 
titude record, the 100-kilometer national 
record for light planes, the 100-kilometer 
national record for medium planes, the 
woman’s 100-kilometer international rec- 
ord for open class planes, and the woman’s 
1,000-kilometer national and international 
record for open class planes. 
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Party To Sam Clark 

A surprise party was tendered to 
Samuel H. Clark, of Whittaker, Clark & 
Daniels, on Friday evening May 3, at the 
Biltmore Hotel, New York, celebrating 
completion of the first fifty years of the 
company which was founded in 1890 by 
the late W. H. Whittaker. 

Mr. Clark joined the company forty- 
three years ago. At the death of Mr. 
Whittaker, Mr. Clark purchased the com- 


SAMUEL H. CLARK 


pany from the heirs and later joined with 
W. B. Daniels, who was operating his own 
company, to establish the firm under its 
present name. 

Attending the party at the Biltmore 
were one hundred and fifty guests, com- 
posed mainly of old friends of Mr. Clark 
and old customers of Whittaker, Clark & 
Daniels. 





Dr. Bogert to -be Honored 

Marston T. Bogert, head of the chemis- 
try department of Columbia University, 
will be guest of honor at a dinner to be 
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given by the Chemists’ Club, New York, 
May 24. Dr. Bogert is an honorary mem- 
ber of the club, a former president of it, 
and was one of the signers of its articles of 
incorporation in 1898. 





Henderson Enters New Business 

After twenty-three years with the Allied 
Products Co., Alexander B. Henderson 
has resigned as vice-president, but re- 
mains as a director of the company. He 
has entered the soft drink beverage busi- 
ness with a friend, Sanford M. Treat, with 
whom he roomed at New York Military 
Academy and Dartmouth. Mr. Treat 
formerly executive vice-president of the 
Coca-Cola Bottling Co., New York, and 
Mr. Henderson have purchased Dr. 
Swett’s Root Beer Co. and the latter will 
hold the position of vice-president and 
treasurer. The company is located at 30 
Rockefeller Plaza, New York. 


Remington Medal To Dr. Swain 

Dr. Hugo H. Schaefer, dean of the 
Brooklyn College of Pharmacy of Long 
Island University and secretary of the 
committee on award of the New York 
Branch of the American Pharmaceutical 
Association, has announced that the Rem- 
ington Honor Medal for 1940 will be given 
to Dr. Robert Lee Swain, editor of “Drug 
Topics.” 

Trained as both a pharmacist and a law- 
yer, Dr. Swain served as Deputy Food 
and Drug Commissioner of the State of 
Maryland for seventeen years before he 
joined the staff of “Drug Topics” last 
year. Prior to 1922 he operated a retail 
pharmacy in Sykesville, Md. He has 
served as president of the American and 
Maryland Pharmaceutical Associations, 
president of the National Association 
Boards of Pharmacy, chairman of the 
National Conference of Pharmaceutical 
Law Enforcement Officials, and is at pres- 
ent a member of the Maryland Board of 
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KARAYA 
TRAGACANTH 


ARABIC 
LOCUST 


RBIS GUMS, wholeor powdered, 

are the products of expert 

experience of forty-two years stand- 

ing in the selection of fine raw 

materials and in milling to guarantee 

complete satisfaction for your most 
exacting technical requirements. 


ORBIS GUMS can be obtained in 
any mesh from the finest powder to 
the various granular forms used to 























a great extent in the drug field— 
ground in our modern mill at New- 
ark, New Jersey. 
ORBIS KARAYA GUM in fine pow- 
dered form is specially adaptable 
for “Wave Sets.” 


Please let us know your require- 
ments. Working samples upon re- 


quest. 


ree ORC TS CORP ORATION 


215 PEARL STREET, NEW YORK - FACTORY & LABORATORY, NEWARK, N. J. 


HICA PH BOSTON CINCINNATI MEMPHIS, TENN. 
831 MY eck Ave. ne Broun Bliss 89 Broad Street 505 W. McMillan St. 1620 Carr Ave. 








Water Soluble Gums Waxes Cosmetic Raw Material Fruit Flavors 

Thymol Stearic Acid Oleo Resins Food Colors 

Aromatics Essential Oils Perfume Bases Quince Seed 
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Pharmacy, of the Board of Trustees of the 
U. S. Pharmacopoeia, and of the American 
Council on Pharmaceutical Education. 
Dr. Swain took an active part in the en- 
actment of state fair trade laws and the 
Tydings-Miller Act as chairman of a 
special committee of the National Associa- 
tion of Retail Druggists, and as chairman 
of a committee of the A. Ph. A. has led a 
movement during recent years to modern- 
ize state pharmacy laws in the interests of 
greater protection of public health. 


Florasynth Secretary Completes 
200,000 Miles Flying Record 
William Lakritz, Secretary of Flora- 
synth Laboratories, Inc., has just com- 
pleted his second 100,000 miles and is such 








WILLIAM LAKRITZ AND THOMAS E. 
FLANAGAN 


an air enthusiast that he is breaking in 
Thomas E. Flanagan, a Florasynth sales- 
man in the Mid-West territory. Mr. 
Lakritz was one of the first Admirals of 
the American Air Lines. He became an 
Admiral on March Ist, 1938, when he com- 
pleted his first 100,000 miles. 





Jequier Visiting U. S. 

W. D. Jequier, managing director of 
Parfums Weil, Paris, is in New York, in the 
interests of the Parfums Weil business in 
the United States. He has been an annual 
visitor to New York for many years, and 
plans to remain here for several weeks. 





Jacques Jugeat in Paris 

Jacques Jugeat, Administrateur Delegue 
of Parfums Lucien Lelong, Paris, sailed 
April 20 on the SS Manhattan for Paris. 
He has been traveling in the United States, 
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Central and South America for several 
months in the interests of the perfume and 
toiletries business of Lucien Lelong. Mr. 
Jugeat contemplates returning in July via 
the Clipper. 


Associations 


T.G.A. Program 

The first day of the Toilet Goods’ Asso- 
ciation convention held at the Hotel Bilt- 
more, New York, May 14, 15 and 16 is 
devoted to the regular reports of H. L. 
Brooks, president of Coty, Inc., and presi- 
dent of the association; S. L. Mayham, 
director of the Board of Standards; and 
Hugo Mock, counsel for the association. 
The first day’s program also includes a 
talk by H. Gregory Thomas, Bourjois, 
Inc., and former director of the Board of 
Standards, on the subject, ‘““What can you 
get out of membership in the Toilet Goods’ 
Association?” 

Another feature of the business program 
is a symposium on the merchandising of 
cosmetics. Robert R. Gerstner, C. & R. 
Timmerman, independent retail druggist, 
New York, presents the case of the inde- 
pendent retailer; Fred J. Griffiths, presi- 
dent of the Pennsylvania Drug Co., New 
York, represents the chain drug stores; 
Irving Fox, counsel of the National Retail 
Dry Goods’ Association, discusses the de- 
partment store as an outlet and I. H. 
Bander, vice-president of McKesson & 
Robbins, Inc. represents the wholesalers. 

The first evening, May 14, is devoted to 
a theater party (Two for the Show) and 
supper. The golf tournament for the men 
at the Ridgewood Country Club and the 
bridge party for the ladies at the Hotel 
Biltmore are on the 15th and the annual 
banquet closes the convention May 16. 


A.P.M.A. Entertainment 

Harry C. Phibbs, chairman of the enter- 
tainment committee for the annual meet- 
ing of the American Pharmaceutical Man- 
ufacturers’ Association which will be held 
at the Broadmoor Hotel, Colorado Springs, 
June 9 to 13, is making extensive plans. 
The program will include dances by a 
group of Indian dancers from Taos, N. M., 
an evening of square dancing, a campfire 
dinner and opportunities will be provided 
for hikes, drives, swimming, horseback 
riding and ice skating. 


Dr. Sondern Appointed by 
A.P.M.A. 

Dr. C. W. Sondern, research director of 
George A. Breon & Co., Inc., Kansas City, 
Mo., has been appointed chairman of the 
research board of the American Pharma- 
ceutical Manufacturers’ Association, suc- 
ceeding Dr. George Bancroft who has 
resigned. 
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Morrisson Leaves N. W. D. A. 


Robert Morrisson assumed the post of 
general manager for Cook, Everett & Pen- 
nell, wholesale druggist, Portland, Me., 
on April 1. Mr. Morrisson is a son of 
James W. Morrisson, at one time president 
of the National Wholesale Druggists’ 
Association and for many years a member 
of Fuller-Morrisson Co., Chicago. During 
the last seven years Mr. Morrisson has 
been assistant to Dr. E. L. Newcomb, 
executive vice-president and secretary of 
the National Wholesale Druggists’ Asso- 
ciation. 


Chi. Drug & Chem. Meeting 

The first monthly luncheon meeting of 
the new association year was held April 25 
by the Chicago Drug and Chemical Asso- 
ciation at the Morrison Hotel. 

Gerald Pauley, the new program chair- 
man, arranged for Harold W. Snell, the 
Chicago representative of the Alaska Rail- 
road to show some colored motion pictures 
of Alaska. Plans were discussed for the 
spring party and dinner dance which will 
be held at the Palmer House, May 25, and 
the Golf Auxiliary’s plans for the season 
were announced. 


Michigan Assn. Golf Meet 

The Allied Drug and Cosmetic Associa- 
tion of Michigan held its first monthly 
tournament of the season at Birmingham 
Golf and Country Club, April 24, with the 
largest turn-out in the history of the 
organization. 

The next tournament will be held at the 
Red Run Golf Club, May 21. 


Trade-marks Supplement 

A supplement to the list of Trade- 
marks Registered with the American Drug 
Manufacturers’ Association and the Amer- 
ican Pharmaceutical Manufacturers’ Asso- 
ciation is now ready for distribution. The 
main list was released August 1, 1938. 
The present supplement represents addi- 
tions, corrections, and deletions up to 
January 1, 1940. 

The original list sold for $2 and the sup- 
plement is priced at 50 cents. Copies may 
be obtained from Carson P. Frailey, execu- 
tive vice-president and secretary, Amer- 
ican Drug Manufacturers’ Association, 
Albee Building, Washington, or S. Barks- 
dale Penick, Jr., secretary, American 
Pharmaceutical Manufacturers’ Associa- 
tion, 132 Nassau St., New York. 


Bims Golf Tournament 

The Bims held their first golf tourna- 
ment of the season May 9 at Baltusrol 
Country Club, Springfield, N. J. The 
June meet will be held June 11 at Winged 
Foot Golf Club, Mamaroneck, N. Y. 
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Citric Acid 


CRYSTALS - GRANULAR » POWDERED 


MADE IN WORLD’S LARGEST LEMON PRODUCTS PLANT 
BACKED BY THE SUNKIST GROUP OF 14,000 CITRUS GROWERS 


Copyright, 1940, California Fruit Growers Exchange, Products Dept. 


CALIFORNIA FRUIT GROWERS EXCHANGE, PRODUCTS DEPARTMENT 
189 W. MADISON ST., CHICAGO ONTARIO, CALIFORNIA 99 HUDSON ST., NEW YORK 


IMMEDIATE DELIVERY FROM WAREHOUSE IN NEW YORK, CHICAGO, PHILADELPHIA, SAN FRANCISCO 
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Chemical Salesmen Lunch 

At the luncheon of the Salesmen’s Asso- 
ciation of the American Chemical Industry 
held at the Chemists’ Club, New York, 
April 16, Dr. Paul V. Keyser, in charge of 
the technical service division of the Gen- 
eral Laboratories of Socony Vacuum Oil 
Co., spoke on “The use and application of 
old and new chemicals in the petroleum 
industry.” 

The speaker for the May luncheon meet- 
ing at the Chemists’ Club on May 14 is 
R. M. Burns, assistant chemical director 
of the Bell Telephone Laboratories. His 
subject is: ‘Chemistry in the Telephone 
Industry.” 


Two Day Seminar 

Among the speakers at the two-day 
seminar to be held under the auspices of 
the alumni Association of the College of 
Pharmacy of Columbia University on 
May 28 and 29 will be Dr. Archie Black, 
Squibb Biological Laboratories. His sub- 
ject will be “Recent Developments in 
Vitamins.” Dr. William H. Stoner, 
Schering Corp., will speak on ‘Recent 
Developments in Hormones’; Don B. 
Clement, Coty, Inc., on “Better Selling 
Methods’’; Murray Breese, Murray Breese 
Associates, on ‘Ethical Advertising’’; and 
George Camp, United Drug Co., on 
“Marketing of Hospital and Sick Room 
Supplies.” 


Hugh Johnson at Chain Meeting 

At the convention of the Chain Drug 
Stores, to be held at White Sulphur 
Springs, May 23 to 25, General Hugh 
Johnson will be a featured speaker. 





Everett Elected Secretary 

Charles Everett has been elected secre- 
tary of the New England Toilet Goods’ 
Association, Boston, succeeding Maurice 
Schaffer who has been transferred to the 
southern territory. 





World's Fair Committee 

A committee for the participation of the 
drug industry in the New York World’s 
Fair 1940 is headed by B. H. Badanes, 
vice-president of McKesson & Robbins. 


Companies 
Hirestra—A.M.A. Suit Dismissed 


The matters in controversy which led to 
the suit brought by the Hirestra Labora- 
tories, Inc. against the American Medical 
Association and six individuals have been 
disposed of and the suit was withdrawn 
on April 5th. The action was taken before 
Judge John B. Barnes in the United States 
District Court of Chicago. The wording 
of the dismissal read: ‘‘And it now appear- 
ing that all matters in controversy in this 
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suit having been disposed of, thereupon, 
pursuant to the stipulation of the parties 
here now made in open court, this suit is 
dismissed without costs to either party.” 
The dismissal of the suit for conspiracy 
was similarly worded. 

The suits were brought against the Asso- 
ciation and the other defendants August 
18, 1938. The company had asserted that 
an article which appeared in the American 
Medical Journal had, at that time, 
hindered its sales. Recent letters sent by 
Hirestra Laboratories, Inc. to the trade 
indicate that its business on Endocreme is 
rebuilding very satisfactorily and that the 
public has favorably reacted to its recent 
national advertising. 





Roberson—Penn Sales Mgr. 

V. L. Roberson, who has had more than 
ten years’ experience marketing white oil, 
petrolatum, etc., has been appointed sales 





V. L. ROBERSON 


manager of the specialties division of the 
Pennsylvania Refining Co., Butler, Pa. 
In this new position he will be in charge of 
sales of white oil, petrolatum, Insecti-sol 
and kindred products. 





Maybelline Wins Refund 

The judgment of the Federal district 
court in Illinois which awarded T. L. Wil- 
liams, doing business as the Maybelline 
Co., a refund of almost $70,000 assessed 
and collected as a sales tax on mascara, 
has been upheld by the United States Dis- 
trict Circuit Court of Appeals for the 
Seventh Circuit. 

The government held that the Maybel- 
line Co. was the manufacturer because it 
purchased the mascara cakes in bulk and 
packed them with an applicator. The 
courts ruled that packaging an already 
finished cosmetic article does not make 
the packer a manufacturer. 





Johnston With Haviland Labs. 

Gaston Johnston, formerly with Nor- 
tham Warren Sales Corp., New York, has 
been appointed general manager of Havi- 
land Labs., Inc., New York. 
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Merck Review Started 

The first number of “The Merck 
Review” was published in April. This is a 
new house magazine which is to be pub- 
lished monthly by and for the employees 
of Merck & Co., Rahway, N. J. The edi- 
torial board is composed of D. W. Coutlee, 
chairman, J. A. Garvin, F. R. McKee and 
C. R. Addinall, who is editor of the new 
paper. There were eight pages of news 
and pictures in the first issue. 





deNavarre in New Laboratories 
Maison G. deNavarre, consulting chena- 
ist to the drug and cosmetic industries and 
his associates, Frederick Mittelstadt and 
Ralph J. Mill, have opened new offices and 
laboratories at 14934 Harper Ave., De- 
troit. Space at the new location is several 
times greater than formerly occupied. 
Mr. Mill is a pharmacist and attorney 
specializing in drug and cosmetic legisla- 
tion. Mr. Mittelstadt is a graduate chem- 
ist specializing in analysis and research. 





Monfort Named by Reed & Carnrick 

Robert Monfort, B.A., M.D. is the new 
medical director of the physiological lab- 
oratories of Reed & Carnrick, Jersey City. 
He succeeds the late Dr .James Moreau 
Brown who held the position for fifteen 
years. 

Dr. Monfort is a son of Dr. Willard 
Monfort of Detroit. He was graduated 
from the University of Michigan in 1926 
and from Wayne University College of 
Medicine in 1931. After interning at 
Nassau Hospital, Mineola, he practiced 
in Onaway, Mich. for seven years, leaving 
there to become associate medical director 
of Hoffmann-LaRoche, Inc. 





Vick Advances Executives 

H. D. McKay, recently operating vice- 
president in charge of foreign sales for 
Vick Chemical Co., New York, has been 
advanced to executive vice-president in 
charge of personnel. Allan T. Preyer, 
operating vice-president, has been made 
executive vice-president in charge of new 
product development and Henry B. Yates, 
operating vice-president in charge of sales, 
has been promoted to executive vice-presi- 
dent in charge of advertising and sales. 
Robert M. Dunning is now operating vice- 
president in charge of foreign sales and 
Alex F. Schenck has been made division 
manager in charge of sales in Australia, 
New Zealand and South Africa. 





R. C. Senior Joins Florasynth 

Robert C. Senior has joined the sales 
staff of Florasynth Laboratories, Inc., 
New York. Mr. Senior, who is a son of 
Charles L. Senior, one of the founders and 
vice-presidents of Florasynth Labora- 
tories, is a graduate of the University of 
Missouri. 
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Food Research in New Bldg. 

Food Research Laboratories, Inc., New 
York, has moved to its newly constructed 
laboratory building at 48-14 Thirty-third 
St., Long Island City. About the main 
chemical laboratory room are a balance 
room, a dark room, a bacteriology labora- 
tory, a laboratory devoted to heavier 
mechanical equipment for semi-plant scale 
work, storage rooms. The animal quarters 
are located in a separate section of the 
building where temperature conditions are 
controlled. In addition to a large stock 
colony room, six individual rooms are as- 
signed to rats on vitamin A, D, B;, Bs and 
riboflavin assays, respectively, to chicks 
on vitamin D, K, G and filtrate factor 
(panthothenic acid) assays, and to toxi- 
cological and miscellaneous investigations 
requiring other animal species. 

This is the second major expansion of 
the organization since it was founded in 
1922 by Dr. Philip B. Hawk, president. 
Dr. Bernard L. Oser is vice-president and 
director of the laboratories with which he 
has been associated since 1926. 


Abbott Moves in Dallas 

The Dallas branch of Abbott Labora- 
tories, North Chicago, IIl., has been moved 
to new and larger quarters in the Daggett 
Building at 1205 Young St. where it oc- 
cupies the entire second floor. The move 
was made April 15 and gives Abbott 
added space for increased stocks and ship- 
ping facilities. Walter E. Strow, who has 
been branch manager for the past two 
years, continues in the same capacity. 


Peterson & Breivogel Join White Labs. 

Joel B. Peterson and Philip J. Breivogel 
have joined the staff of the research divi- 
sion of White Laboratories, Inc., Newark. 
Dr. Peterson who received his Ph.D. in 
organic and physical chemistry at Ohio 
State University, was for many years asso- 
ciated with the council on pharmacy and 
chemistry of the American Medical Asso- 
ciation and, more recently, has been with 
Frederick Stearns & Co. Mr. Breivogel 
was formerly director of pharmaceutical 
research at William R. Warner & Co., Inc. 


Givaudan Moves 

The New York office of Givaudan 
Delawanna Inc. is now located in the 
McGraw Hill Building at 330 West 42 St. 
The new telephone is LAckawanna 
4-5600. 


Jacqueline Cochran in New Quarters 

The New York offices of the Jacqueline 
Cochran Cosmetics Co. were moved in 
April to larger quarters at 630 fifth ave., 
New York. Besides her Manhattan offices 
and her laboratory at Roselle, N. J. Miss 
Cochran also maintains salons in Chicago 
and Los Angeles. 
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Sun Ray Buying Nevins 

Negotiations are under way whereby 
the Sun Ray Drug Co., which operates a 
chain of forty-seven retail stores in Phila- 
delphia, eastern Pennsylvania and New 
Jersey, will take over the Nevins Drug Co. 
which operates sixty-two stores in the 
Philadelphia area and Baltimore. William 
Raboff is president of the Sun Ray com- 
pany and Morris Soble is one of the owners 
of the Nevins chain. 


Zimmerman Heads Helfrich 

William F. Zimmerman has been elected 
president, treasurer and general manager 
of Helfrich Laboratories of New York, Inc. 
Mrs. Elsa Freeman Helfrich was elected 
vice-president, Walter S. Underwood, sec- 


WILLIAM F. ZIMMERMAN 


retary, and Matilda M. Brendel assistant 
treasurer. The board of directors is com- 
posed of Mr. Zimmerman, Mrs. Helfrich 
Mr. Underwood and F. S. Windes. 

Mr. Zimmerman has had full charge of 
the manufacturing and sales of Helfrich 
Laboratories of New York since its organ- 
ization in 1930. Before that time he was 
with Helfrich Laboratories, Chicago, for 
four years, and Scovill Manufacturing 
Company for ten. 


The Drug and Cosmetic Industry 


NEW HOME OF FOOD RESEARCH LABORATORIES 


Anchor Names Halsell in Denver 
Louis D. Halsell has been appointed 
manager of the Denver office of Anchor 
Hocking Glass Corp., Lancaster, Ohio. 
Mr. Halsell will represent the container 
and tableware divisions of Anchor Hock- 
ing and also its subsidiary, Anchor Cap & 
Closure Corp., Long Island City, N. Y. 


Naugatuck Aromatics Moves 
Naugatuck Aromatics, division of 

United States Rubber Co., moved May 6 
to new quarters at 12 East 22 St., New 
York. The move to larger quarters was 
made necessary by growing business. The > 
new telephone number is GRamercy 
7-7822. 


Oxzyn Co. Moves 


The Oxzyn Co. occupied its new quar- 
ters at Clifton, N. J.,on May 1. The execu- 
tive and general offices, the laboratories 
and manufacturing department will be 
located in Clifton and a sales office will be 
opened in New York shortly. 


Gladys Royton Established 

A new company, Gladys Royton Ltd., 
with offices at 379 Fifth Ave., New York, 
is now manufacturing a line of specialized 
cosmetics. The cosmetics are being dis- 
tributed through the Svea Britzelle Beauty 
Studio, Inc., New York. 


Olwyler Heads Zonite 

John M. Olwyler has been elected presi- 
dent of Zonite Products Corp., Bloomfield, 
N. J. Mr. Olwyler, vice-president of the 
company, has been acting president since 
the resignation of R. R. Wason last fall. 


Jacobi Appointed Sales Manager 

K. L. Jacobi has been appointed sales 
manager for the Pacific Coast division of 
the Andrew Jergens Co., succeeding J. A. 
Henry, who has retired because of ill 
health. 
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USIALCOHOL NEWS 


May A Monthly Review of Technical Developments for Chemists and Executives 1940 


NEW CHEMICAL FOR SUNTAN LOTIONS 


U.S.I. Develops Light-Screen That 
Gives High Degree of Protection 











Remarkable light-screening power in ex- 
tremely low concentrations is promised by a 
new U.S.1. product, Butyl-Benzal-Acetone-Oxa- 
late (BK-5). Incorporation of a fraction of a 
per cent in skin lotion formulas gives excellent 
sunburn protection and retains the physical 
characteristics of the skin lotion. Butyl-Ben- 
zal-Acetone-Oxalate offers excellent opportu- 
nities to formulate suntan lotions that are free 
from oil and grease, leave no objectionable 
deposit on the skin. Curve shows effect of this 


Low concentrations have high screening power. 
new chemical in very small concentrations. 
1% of 1% screens out all light up to 4,400 
Angstrom units. 

A straw-yellow solid, Butyl-Benzal-Acetone- 
Oxalate is adequately soluble in all the sol- 
vents commonly used in skin lotions. 


SHAVING SOAP HEALS CUTS 





j ' “Senay | 


Suntan lotions with the sales-building features of good protection against sunburn and freedom from 
oil and grease can be formulated with the aid of U.S.I.’s new chemical light-screen. 


PURE ALCOHOL FOR DRUGGISTS 
TECHNICAL DEVELOPMENTS 


For further information write USA. 


Jasmine absolute can be replaced with a 
new substitute that gives a true reproduc- 
tion, it is claimed. (No. 330a) 
An orris-violet type of base can be used 
in extracts, toilet waters, powders, and 
soap compositions, according to the man- 
ufacturer. (No. 331a 
A new detergent is described as a water- 
soluble, oily liquid which contains no free 
fatty acids or soap. (No. 332a) 
A disinfectant base is said to be a mix- 
ture of methyl, ethyl, and isopropyl cre- 
sols. (No. 333a) 
r Label printing can be carried out directly 
Pharmacists get more accurate results on the surface of ampoules, vials, and 
in drug percolation by relying on the full ee ee a a ig Pot a new 
strength, low acidity, and freedom from toxic pe pic eS ner ub a ; a New shaving soap uses lipoid soluble sub- 
impurities of U.S.I. Pure Alcohol. It complies SOME ores eet LC eeleeDy neces stances from soy beans as styptic agent, ac- 
s < = : sterilizes, and applies metal caps on glass 2 ? J 
with U.S.P. XI and N.F. VI standards. In au- containers, with vacuum from 2 to 28 cording to recent patent. Active components 
dition, it receives further checks against inches. Machine is available on annual of the beans are dissolved in ether and pre- 
U.S.I.’s own extremely rigid standards—devel- rental basis. (No. 335e) cipitated with acetone. (Ether and Acetone 


oped through years of experience. are produced by U.S.L.) 


LJ Gg JNOUSTRIAL CHEMICALS, INC. 


60 EAST 42npd ST., NEW YORK . BRANCHES IN ALL PRINCIPAL CITIES 
INDUSTRIAL ALCOHOL IN ALL GRADES AND ALL FORMULAS 















— and purity of U.S.I. Ethyl Aleohol— 
essential qualities in the formulation of sales- 
building perfumes, cosmetics, lotions — are safe- 
guarded by rigid periodical tests that insure main- 
tenance of U.S.I.’s exacting standards. 

Full strength—freedom from acidity, aldehydes, 
fusel oil, and other impurities—these characteris- 
tics of U.S.I. Alcohol are the outcome of a third of 
a century of experience in the production of alcohol 
—in the development of manufacturing and testing 
methods. Pioneer producer of industrial alcohol, 
U.S.I. is constantly developing the science of alco- 
hol chemistry to bring you better quality at lower 
cost. 

You can profit by U.S.I.’s experience and skill 
in the production of Pure and Specially Denatured 
Alcohol. Insure customer satisfaction in your prod- 


ucts by using U.S.I. Alcohol in your formulations. 


U. S. INDUSTRIAL CHEMICALS, INC. 


HOURLY CHECKING AGAINST RIGID STANDARDS 
INSURES UNIFORM QUALITY OF U. 8.1. ALGOHD 

















(Above) In these huge stills at 
U.S.I.’s Baltimore plant, Ethyl 
Alcohol is distilled and redis- 
tilled by the continuous process 
to remove the final traces of 
impurities which might other- 
wise lower the quality of the 
alcohol. 


(Left) Tail boxes check the 
specific gravity of the Pure 
Alcohol as it comes from the 
stills. These boxes, which are 
constantly checked and are 
under rigid Government super- 
vision, enable U.S.1. chemists to 
keep a constant check of the 
alcohol purity, hour by hour, as 
it flows to the bonded tanks 
for the storage of Pure Alcohol. 
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Davidson Joins Hospital Liquids 

Arthur Davidson has joined Hospital 
Liquids, Inc., New York, as advertising 
manager. He was formerly associated with 
a New York advertising agency. 


D. & O. Price List 

Dodge & Olcott Co., New York, which 
is now in its 142nd year of business exist- 
ence, has issued a new catalogue of its 
essential oils, flavors, oleo resins, vanilla, 
aromatic chemicals and kindred products 
for the drug, food, confectionery, perfum- 
ery and soap industries, and its basic 
insecticide materials for the household and 
agricultural insecticide industries. 

Appearing at approximately the same 
time as the opening of the New York 
World’s Fair 1940, the Perisphere and 
Trylon are used as decorations on the 
cover and it contains an invitation to 
Dodge & Olcott’s out-of-town friends to 
visit the New York office during the Fair. 
Copies are available upon request. 


Dreyer's Flavor Catalog 

P. R. Dreyer Inc., New York, has issued 
a new catalog of flavors by Dreyer. It is 
called Catalog “‘C” to distinguish it from 
Dreyer’s Catalog ‘‘A”’ which lists essential 
oils and aromatic chemicals and Catalog 
“B” which deals with perfume materials. 
A convenient feature of this new Catalog 
“C” is a table which classifies the flavors 
according to their possible uses. Copies 
are available upon request. 


New Felton Catalog 

Felton Chemical Co., Inc. has issued a 
new catalog of aromatics and perfumes 
which lists and describes a number of 
interesting new products. Copies may be 
obtained from Felton Chemical Co., Inc., 
603 Johnson Ave., Brooklyn. 


New Ungerer Catalog 

A new wholesale price list has been 
issued by Ungerer & Co., New York. This 
new catalog has, among others, sections 
devoted to: Essential Oils; Aromatic 
Chemicals; Charabot Products; ‘Staf- 
fallens’” Super-Specialties; Vidal-Charvet 
Specialties; Unco Simile Essences; Tal- 
caromes; Sapodors; Unco Creamaromes; 
Flavors; and Certified Food Colors. 
Copies of this catalogue may be obtained 
from Ungerer & Co. 


Red Squill and Rotenone 

S. B. Penick & Co. has issued two in- 
teresting little booklets—one dealing with 
“Red Squill’” and its use for rat control; 
and the other with ‘“Rotenone”’ insecti- 
cides obtained from Derris, Cube and 
Timbo roots. The adoption of Derris, 
Cube and Timbo roots as basic insecticides 
has resulted largely from the need for so- 
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called non-poisonous materials for use on 
vegetables which cannot be washed. The 
booklet includes a chart which gives the 
procedure for controlling the insects which 
affect different crops. 

Copies of the booklets are available upon 
request. 


Financial 


Abbott Earnings Up 

Abbott Laboratories reports for the 
March quarter a net profit of $745,491, 
equivalent to 96 cents a common share 
and comparing with $617,835, or 88 cents 
a common share in the March quarter last 
year. For the twelve months to March 31 
the net profit was $2,119,150, or $2.71 a 
share, compared with $1,770,831, or $2.50 
a share, in the twelve months, to March 
31, 1939. 

Net sales for the first quarter of the year 
were $3,412,716, against $2,889,195 in the 
March quarter last year. Net sales for the 
twelve months to March 31 were $12,008,- 
829, compared with $10,196,365 in the 
previous year. 


Amer. Cyanamid Net Up 

American Cyanamid Co. and subsid- 
iaries report for the three months to 
March 31 a net profit of $1,675,602. This 
is equivalent to 62 cents a share on 2,618,- 
368 common shares and compares with a 
profit of $1,040,478, or 39 cents a common 
share in the first quarter of 1939. 


Amer. Home Earns More 

American Home Products Corp. and 
subsidiaries report for the March quarter 
a net profit of $1,234,116, or $1.53 each on 
805,772 shares outstanding. This com- 
pares with an income of $1,073,610, or 
$1.33 a share, earned last year. 


Anchor Net Increases 

Anchor Hocking Glass Corp. and sub- 
sidiaries report for the twelve months to 
March 31, a net profit of $1,171,234, or 
$1.26 each on 715,550 no-par shares of 
common stock. This compares with a net 
profit for the twelve months ended March 
1939, of $1,055,864, or $1.10 a share. 


Bristol-Myers Earns Less 

Bristol-Myers Co. and subsidiaries re- 
port for the March quarter a net profit of 
$773,031, equal to $1.13 each on 681,973 
shares. This compares with a profit of 
$870,870, or $1.27 a share in the first 
quarter of 1939. For the twelve months 
ended March 31 the net profit was $2,281,- 
946, equal to $3.35 a share and comparing 
with $2,505,834, or $3.67 a share for the 
previous twelve months. 
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Philip C. Sayres has been elected secre- 
tary-treasurer, Walter H. Kamp, comp- 
troller and L. J. Brosky assistant secretary 
of the company. 


Continental Can Profits Up 

Continental Can Co., Inc. and sub- 
sidiaries report for the twelve months to 
March 31, a net profit of $8,898,501. This 
is equivalent to $2.80 each on the 2,853,971 
common shares outstanding. Net earn- 
ings during the twelve months ended 
March 31, 1939 were $7,158,840, equal to 
$2.19 a common share. 

The net earnings of the company for the 
year ended December 31, 1939 were $8,- 
635,786, or $2.71 a share. 


Coty Net Improves 

Coty, Inc. and cosmetic subsidiaries re- 
port for the March quarter a net profit of 
$282,197, equal to 18 cents each on 1,537,- 
435 shares. The net profit for the first half 
of 1939 was $132,472, or 9 cents a share. 


Crown Cork Earns More 

Crown Cork International Corp. and 
subsidiaries report for 1939 a net income 
from operations of $438,361 after minority 
interest but before extraordinary charges 
and credits, including $128,183 reduction 
of reserve previously provided against in- 
vestments in Spanish companies and $93,- 
434 profit on sales of investment, and 
after deducting $358,547 foreign exchange 
adjustment, there was a net income of 
$301,431, equal to $1.27 each on 237,958 
shares of no-par Class A stock on which 
dividend accumulations at year end were 
$2.25 a share. This compares with 1938 
net income of $250,604, or $1.01 each on 
247,258 shares of Class A stock. 


Dow Drug Loss Less 

Dow Drug Co., including Dow Drug 
Co., Delaware corporation, reports for 
1939 a net loss of $59,338 against a loss of 
$75,035 in 1938. Net sales for 1939 were 
$3,928,711, against $3,831,127. 


Gillette Earns Less 

Gillette Safety Razor Co. and sub- 
sidiaries report for the March quarter a 
net income of $696,447, equivalent to 16 
cents each on 1,998,769 shares of no-par 
common stock. This compares with a 
profit of $867,547, or 24 cents a share, in 
the first quarter of 1939. 


Hazel-Atlas Profit Up 

Hazel-Atlas Glass Co. and subsidiaries 
report for the twelve months to March 30 
a net profit of $3,056,225. This is equiva- 
lent to $7.04 each on 434,409 shares of 
common stock and compares with a net 
profit for the twelve months ended March 
31, 1939 of $2,195,976, or $5.06 a share. 
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Lectrodryer air aids in pharmaceutical process 


LECTRODRYER SOLVES SUMMER HUMIDITY PROBLEMS 


LECTRODRYER dries air thoroughly or partially, as 
desired, for processing of products, for maintaining lower 
than normal relative humidities in rooms, or wherever a flow 
of dried air is desired. LECTRODRYER uses the “Activated 
Alumina System” of dehumidification, and provides 
thorough, dependable, and economical service for years 
without a noticeable deterioration or loss of efficiency and 
with little or no maintenance cost. 


LECTRODRYER is sturdily constructed, well engineered, 
and simple to operate. Low relative humidities are readily 
maintained. Tell LECTRODRYER engineers your dehu- 


This Lectrodryer supplies air to the midifying problem. They will be glad to work with you. 
room pictured above 


PITTSBURGH LECTRODRYER 
CORPORATION 


FOOT OF 32ND $§T. PITTSBURGH, PA> 
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For the quarter ended March 30 the net 
profit was $467,534, or $1.08 each on 434,- 
409 shares of common stock, compared 
with a net profit of $293,817, or 68 cents a 
share for the corresponding quarter last 
year. 


Lambert Earnings Steady 

Lambert Co. reports for the March 
quarter a net income of $439,240, equal to 
59 cents each on 746,371 shares and com- 
paring with $433,443, or 58 cents a share, 
earned in the first quarter last year. 


McKesson Up 50% 

McKesson & Robbins, Inc. and con- 
solidated subsidiary companies, report for 
the quarter ended March 31, 1940, a net 
profit of $963,186 after provision for Fed- 
eral income taxes, reorganization expenses 
paid by the trustee and recoveries made 
by him. This amount does not include 
provision for interest and amortization on 
the company’s twenty year 514 per cent. 
convertible debentures. 

Net profit for the first quarter of 1939 
was $638,565; indicating an increase of 
$324,621, of which approximately $40,000 
represents over-provision for Federal in- 
come taxes in the first quarter of 1939, for 
which adjustment was subsequently made 
in that year. 

An order was filed April 8 in the Federal 
District Court whereby merchandise cred- 
itors of McKesson & Robbins, Inc., whose 
“frozen” balances amount to more than 
$100 and less than $1,000 will be paid in 
cash without interest in full settlement of 
their claims. The order is expected to in- 
volve payment of about $511,000 and will 
effect a saving in administration expense 
which will tend to expedite the McKesson 
reorganization. 


Northam Warren Earnings 

Northam Warren Corp. and subsidiaries 
report for 1939 net earnings before pro- 
vision for foreign exchange adjustments of 
$482,637 equal to $14.24 each on 33,890 
shares of preference stock. The provision 
for foreign exchange adjustments amount- 
ed to $113,886. The net income for 1938 
was $454,269. 


Norwich Earnings Up 

Norwich Pharmacal Co. and subsid- 
iary report for the March quarter a net 
profit of $206,562, equal to 26 cents each 
on 800,000 shares of common stock, 
against $165,858, or 21 cents a share in the 
first quarter of 1939. 


Parke, Davis Earnings Steady 

Parke, Davis & Co. and subsidiaries re- 
port for the year ended March 31, 1940, 
a net income of $9,075,373, equivalent to 
$1.85 each on 4,895,138 shares of common 
stock. This compares with a revised net 
profit of $9,054,083, or $1.85 each on 4,- 
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894,051 shares for the twelve months to 
March 31, 1939. 

For the quarter ended March 31 the net 
profit was $2,516,643, or 51 cents a share 
on 4,895,138 shares. This compares with 
a revised net profit of $2,695,472, or 55 
cents each on 4,894,051 shares in the same 
quarter last year. 


Peoples Drug Net Up 

Peoples Drug Stores, Inc. and subsid- 
iaries report for the March quarter a net 
profit of $223,916, equal to 91 cents each 
on 245,474 shares of common stock, and 
comparing with $171,982, or 65 cents a 
share in the March quarter of 1939. 


Sylvania Earnings Steady 

Sylvania Industrial Corp. reports for the 
March quarter a net profit of $243,752, 
equal to 57 cents each on 422,111 shares, 
against $240,823, or 56 cents each on 
427,771 shares. 


Vadsco in Black 

Vadsco Sales Corp. and subsidiaries re- 
port for 1939 anoperating profit of $78,005, 
contrasted with a net loss for 1938 of 
$391,631. 


Walgreen Earns More 

Walgreen Co. and subsidiaries report for 
the six months to March 31 a net profit of 
$1,590,078, equal to $1.06 a share on 1,- 
292,485 shares of common stock. Net 
profit for the six months to March 31, 1939 
was $1,341,713 or 86 cents a common 
share. As of March 31, 1940 the company 
had 487 stores against 507 a year earlier. 
This month eight stores of the Marvin 
Drug Co. in Dallas, were acquired. Net 
sales for the six months ended with March 
totaled $37,860,993, against $36,420,009. 

The figure for the profit for the first six 
months of this year is exclusive of $477,631 
net proceeds from life insurance policies on 
C. R. Walgreen over and above their cash 
surrender value. These proceeds have 
been set aside as a reserve for a proposed 
employees’ retirement income plan. 


Zonite Earns More 

Zonite Products Corp. and subsidiaries 
report for the March quarter a net profit of 
$70,536, after $51,500 provision for future 
advertising, equal to 8 cents each on 825,- 
656 shares of capital stock, and comparing 
with a net profit of $12,337, after $38,000 
provision for future advertising, equal to 
1 cent a share, in the first quarter of 1939. 


Obituaries 


Arthur Dawson 

Captain Arthur Dawson died at his 
home in Oak Park April 7 after an ex- 
tended illness. Captain Dawson entered 
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the drug business shortly after the Civil 
War in which he served with the 15th 
Illinois Infantry. At the time of his retire- 
ment he was president of the Robert 
Stevenson Wholesale Drug Co. He was a 
charter member of the Chicago Drug and 
Chemical Association and was made an 
honorary member several years ago. 


Bernard Fantus 

Dr. Bernard Fantus, professor of phar- 
macology materia medica and therapeu- 
tics at the College of Medicine of the Uni- 
versity of Illinois died in Chicago, April 14, 
of a heart ailment. He was sixty-five 
years old. 

He was born in Budapest and, after pre- 
liminary study in Vienna came to this 
country and attended the University of 
Illinois School of Medicine where he re- 
ceived his M.D. degree in 1899. He did 
graduate study at Strasbourg in 1906, at 
Berlin in 1909 and at the University of 
Michigan in 1917, from which he received 
the degree of master of science. 

In 1933 Dr. Fantus was awarded the 
first honorary degree given by the Amer- 
ican Therapeutic Society for his work in 
making medication more palatable to 
children. It was he who established the 
“blood bank” at the Cook County Hos- 
pital in 1937, and his plan of organization 
has been widely followed. He had been 
editor of the “Year Book of General 
Therapeutics” since 1918 and was the 
author of “Prescription Writing,” ““Candy 
Medication,” “Useful Cathartics” and 
“Technic of Medication.”’ He was also a 
member of the committee of the United 
States Pharmacopoeia. 


Henry Kraaz 

Henry Kraaz, general manager of Ernst 
Schliemann’s Oelwerke, Hamburg, Ger- 
many, died March 18. Mr. Kraaz who 
was in this country in 1937 spent prac- 
tically his entire business life with the 
company. . 


Emile Lelong 

Emile Lelong, owner of the essential oil 
firm of the same name, died suddenly 
April 4 in his seventieth year. 

Before becoming an importer of essen- 
tial oils and aromatic chemicals in 1926, he 
was connected with Caswell Massey Ltd. 
and McKesson & Robbins, serving in both 
instances as chief perfumer. In 1918 he 
went to Havana to take charge of the per- 
fume laboratories of Crusselas Hnos & Cie. 
National de Perfumeria S. A. 

During recent years the E. Lelong com- 
pany has been affiliated with J. & E. Sozio 
and Sopros, both French firms. 

He is survived by his wife and a son, 
Paul, who has been associated with him in 
the business since its inception and who 
will continue its management. 
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receipt of the book. 
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COSMETICS 
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Please send me at once “Modern Cosmetics” for which I enclose six dollars. 
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Chemist, factory manager, perfumer, owner— 
anyone interested in Cosmetics will find ‘‘Modern 
Cosmetics’’ a valuable help in business. It is a tech- 
nical book, filled with formulas, procedure, manu- 
facturing practices, yet so clearly and simply written 
that even one not connected with the industry can 
understand its text. 


The most experienced chemist or factory manager 
will find in its wealth of information, useful methods 
new to him. The inexperienced man or woman who 
wants a clear understanding of the industry, wants 
to know something about how cosmetics are made, 
who is working on a small scale with the handicap of 
little experience or knowledge, will find the book 
easy to understand, a great help and guide. 


Over 70 cosmetic products described, with 
formulas and manufacturing discussions. 


64 chapters 


By far the largest and most comprehensive book 
published on cosmetic manufacture. 


ORDER AT ONCE! 


“Modern Cosmetics” 
$@-00 


Beautifully Bound 
564 Pages 


















Diseases Of The Skin, by Richard L. Sutton, M.D., 
Sc.D., LLd., F.R.S. (Edin.) and Richard L. Sutton, 
Jr., A.M., M.D., L.R.C.P. (Edin.), Tenth Edition, 
1549 pp., 1452 Text Illus. and 21 color plates, C. V. 
Mosby Co., Cloth, $15. 

Few branches of medicine have made such progress in 
the past four years as has dermatology. Now here is a 
book which can be described only as the most monu- 
mental one-volume work on dermatology in print at the 
present time. The material in Diseases Of The Skin has 
been arranged in a fashion radically different from that 
in the ninth edition. Descriptions of all significant 
entities, syndromes, and concepts, and of many exotic, 
unusual, and even exceptional dermatoses have been 
incorporated. Emphasis is laid, however, on the pur- 
pose of practical medicine, which is to cure the ordinary 
patient of his ordinary complaints by scientific or by 
pragmatic means. While the chapters on parasitic der- 
matoses, plant and animal, have been expanded to meet 
exacting requirements, the recognition, comprehension, 
and management of tinea, moniliasis, dermatophytids, 
scabies, and pediculosis have been clarified, rather than 
obscured. There have been added ten color plates and 
some three hundred forty new illustrations, many of the 
new cuts replacing those impaired by wear and tear in 
previous editions. The comprehensive index is indis- 
pensable for cross references. The authors have not 
hesitated to give their opinions, interpretations, and 
ideas, particularly regarding treatment. In some 
instances these are original, as in the treatment of acne 
vulgaris, calcinosis universalis, urticaria pigmentosa, 
and pityriasis rosea; in the etiology of infantile mycotic 
eczema as sometimes a birth canal infection; and in the 
description of keratoses, leucoplakia, and early car- 
cinomas. Other original contributions include squamous- 
cell keratosis, congenital fistulas of the labial commis- 
sures, the most extensive recorded case of naevus fol- 
licular is keratosis. Contents: Anatomy; Embryology; 
Physiology; General Etiology; General Symptomatol- 


ogy and Pathology; General Diagnosis; Treatment; 
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Any book reviewed in this section can be pur~ 
chased direct from THE DRUG AND COSMETIC 
INDUSTRY at regular publisher’s price. 
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Classification; Class I. Inflammations;Class IT. Purpuras; 
Class III. Metabolic Dermatoses; Class 1V. Atrophies; 
Class V. Neuroses; Class VI. Anomalies of Pigmentation; 
Class VII. Malformations; Class VIII. New Growths; 
Class IX. Virus Diseases; Class X. Diseases Due to Bac- 
teria; Class XI. Diseases Due to Higher Fungi; Class XII. 
Diseases Due to Animals; Class XIII. Diseases Par- 
ticularly Affecting the Cutaneous Appendages; Class 
XIV. Diseases of Mucosae Adjoining The Skin. Be- 
cause of the comprehensive and encyclopedia-like cov- 
erage of dermatology this work can be recommended to 
our readers interested in this subject. 


The Tools Of The Chemist, Their Ancestry and 
American Evolution, by Ernest Child., 220 pp., 
Illus., Reinhold Publishing Corp., New York, Cloth, 
$3.50. 

A study of the development of chemical apparatus in 
the United States must necessarily include a survey of 
the European environment from which it stemmed, and 
reference to those scientists who originated, designed 
and made the apparatus they used, not only for them- 
selves but for their contemporaries. In the historical 
development of his subject, Mr. Child has very properly 
gone back to European origins. From the time of John 
Winthrop the Younger, in 1633, until the outbreak of 
the World War in 1914, American chemists were de- 
pendent upon European manufacturers and dealers for 
most of their scientific equipment. This work is con- 
cerned primarily, however, with the events and those 
whose work played a significant part in the creation and 
development of chemical laboratories and apparatus in 
America. Table of Contents: Part I—People and 
Events in American Chemistry; Part II—Ancestry and 
Development of American Chemical Laboratory Ap- 
paratus; Part [[I—Distributors of Laboratory Appara- 
tus. This book is beautifully bound, well illustrated, 
and will make quite interesting reading for scientists of 
our industry. 
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Rubber Latex, by Henry P. Stevens, M.A. (Oxon.), 
Ph.D., F.1.C., and W. H. Stevens, A.R.C.Sc., F.I.C., 
First Amer. Ed., 223 pp., Illus., Chemical Publishing 
Co., Inc., New York, Cloth, $2.00. 

A practical and useful book on rubber latex contain- 
ing such recent information as chemically modified rub- 
bers from latex, botanical significance of latex, micro- 
scopic descriptions and illustrations, analytical deter- 
minations, preservatives, etc. Contents Include: Source 
and Production of Latex; Properties of Latex; Concen- 
tration of Latex; Manipulation and Compounding of 
Latex and Latex Products; Vulcanization of Latex and 
Latex Products; Manufacturing from Latex; Applica- 
tions and Products of Latex; The Marketing of Latex. 


Modern Diabetic Care, by Herbert Pollack, A.B., 
Ph.D., M.D., 216 pp., Harcourt, Brace and Co., New 
York, Cloth, $2.00. 

This volume is a complete and up-to-date study of 
diabetes, its causes and control, with special emphasis 
on the use of Protamine Zinc Insulin, the most modern 
therapeutic agent available. It is directed at the 
diabetic patient, in whose hands the information will do 
the greatest good. Technical language has been 
avoided as much as possible; where medical nomen- 
clature is used it is explained in lay terms. In the mat- 
ter of the “rate of availability’ of sugar-bearing foods, 
the author introduces a new and important aspect of 
the diabetic diet whereby the patient controls his con- 
dition more adequately and at the same time has 
greater latitude in meal planning. The digestive and 
assimilative processes, being closely linked with the 
disease, are discussed in relation to diabetes control. An 
entire chapter is devoted to the technique of handling 
insulin, a very important subject which deserves the 
treatment given it. The manual also contains discus- 
sions of problems peculiar to diabetics: Insulin Re- 
actions, Diabetic Coma, Shall Diabetics Marry?, Are 
Diabetics Safe Automobile Drivers? For What Trades 
May Young Diabetics be Trained? Dr. Pollack is an 
instructor in Clinical Medicine at the Cornell Medical 
School, and in charge of the Diabetic Clinic at Mount 
Sinai Hospital in New York. He is in active practice of 
medicine in New York City. 


On Oxidation, Fermentation, Vitamins, Health 
And Disease, by Albert V. Szent-Gyorgyi, M.D., 
Ph.D., 109 pp., Williams & Wilkins Co., Baltimore, 
Cloth, $2.00. 

This volume contains the five lectures comprising the 
Sixth Series of Abraham Flexner Lectures delivered by 
Dr. Albert V. Szent-Gyorgyi at the School of Medicine 
of Vanderbilt University during the months of March 
and April, 1939. They represent a summary of Dr. 
Szent-Gyorgyi’s experiments in the field of biological 
oxidation conducted during the past fifteen years. Con- 
tents Include: Principles of Biological Oxidation; The 
Respiration of Muscle; On Fermentation and Some 
Problems of Intermediary Metabolism; Vegetable 
Oxidation; Vitamins, Health and Disease. 
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The Elements of Physico-Pharmaceutical Calcu- 
lations, by M. L. Schroff, A. B. Hons. (Cornell), 
M.S. (Mass.), First Edition, The United Provinces 
Pharmaceutical Association, Benares Hindu Uni- 
versity, 281 pp., Cloth bound. 

This book is based on a course of lectures delivered to 
First year students of pharmaceutical chemistry at the 
Benares Hindu University. Its object has been to intro- 
duce the student to a proper appreciation of the applica- 
tions of physico-chemical principles to analytical 
chemistry and pharmacy. A large number of solved 
examples have been included, and the principles under- 
lying are explained briefly along with most of them. 
Contents include: Computation Rules; The Chemical 
Balance; Solution of Electrolytes; Indicators in Acidi- 
metry and Alkalimetry; Oxidation and Reduction; 
Oxidation-Reduction Potentials; Theory of Precipita- 
tion. Calculations Involving the Solubility Product 
Principle; Calculations of Gravimetric Analysis; Gen- 
eral Properties of Gases; Miscellaneous Calculations; 
Evaporation and Distillation. 


Profitable Beauty Shop Management, by Seymour 
B. Jeffries, B.B.A., 276 pp., Illus., Prentice-Hall, Inc., 
New York, Cloth, $2.95. 

The rapid evolution of Beauty Culture from a trade 
to a profession, the imposition of new laws as well as a 
number of new taxes, have left the average shop owner 
in a state of bewilderment. Records, which in the past 


were either kept in a haphazard manner or not at all, 
must now be kept accurately. This book is a clear pre- 
sentation of the subject and contains simplified direc- 
tions for keeping the necessary records. Contents in- 
clude: Increasing Profits in Your Beauty Shop; Choos- 
ing the Location of Your Shop; Shop Layout and 
Physical Planning; Customer Reception; Operator- 
Management Relationships; Financial Control; Insur- 
ance; Credit; Salesmanship in the Beauty Shop; Selling 
Services to Your Patrons; Sources of Merchandise and 
Service Information; Advertising Your Beauty Shop; 
Public and Trade Relations. 


Gold Medal Letters—1940, The Dartnell Corpora- 
tion, New York, Portfolio of 20 letters $3.00. 

The purpose of Dartnell Gold Medal Awards for 
better letters is to give recognition to businessmen who 
have written outstandingly successful letters, and to 
establish higher standards or point the way for others 
to write better letters. These letters were written to sell 
merchandise or services, to collect past due accounts, to 
get leads, to handle complaints, to make friends, to 
bring back lost customers. In the aggregate, these let- 
ters are representative of what can be done by better let- 
ters to increase business and build good-will. They offer 
suggestions, ideas, and inspiration to those who want 


to improve their letters. 
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The Chemistry Of Natural Immunity, by William 
Frederick Koch, Ph.D., M.D., Revised Edition, 201 
pp., Illus., The Christopher Publishing House, Bos- 
ton, Cloth $2.00. 

The text of this volume by Dr. Koch, deals with 
definite bio-chemical changes which occur in the body 
before bacterial invasion takes place to produce well- 
known acute and chronic diseases. This bio-chemical 
change has been discovered by him to consist of a falter- 
ing of the oxidative mechanism—the most fundamental 
chemical process connected with life. In an important 
percentage of cases, it has been readily restored to 
normal, by the use of reagents discovered, developed, 
and described by Dr. Koch. 


Productivity, Wages, and National Income, by 
Spurgeon Bell, 344 pp., The Brookings Institution, 
Washington, Cloth, $3.00. 

This book appears as sixth in a series dealing with the 
general field of Distribution of Wealth and Income in 
Relation to Economic Progress. It is concerned with the 
fundamental issues involved in technological and eco- 
nomic progress. It analyzes the relations between 
fixed capital investment, man-hour productivity and 
the volume of output in major groups of industry and 
in selected divisions of manufacturing. It indicates how 
the gains from increasing productivity are distributed 
among the groups participating in production and the 
consuming public; and the effects of the existing dis- 
tribution upon employment and national income. 


The Sales Manager’s Handbook, Third Ed., Edited 
by John Cameron Aspley, 1057 pp., The Dartnell 
Corp., New York, Leather binding $7.50; Leatherette 
binding, $6.50. 

The maze of federal, state and local regulation has so 
changed traditional selling practices that this Third 
Edition of The Sales Manager’s Handbook was made 
necessary. Condensed into this handy desk book is the 
experience of 2700 sales organizations comprising many 
of the leading distributors in this country. The work is 
divided into thirty-five main sections as follows: Dis- 


tribution Trends; Direct Selling Trends; Trade-Mark 
and Trade Names; Unfair Competition; Selling Policies; 
Prices and Discounts; Premiums and Inducements; 
Market Determination; Sales Budgeting; Sales Organ- 
ization; Compensation of Executives; Branch Man- 
agers; Securing Salesmen; Selecting Salesmen; Sales- 
men’s Compensation; Training Salesmen; Salesmen’s 
Quotas; Sales Leads and Inquiries; Routing Salesmen; 
Supervision of Salesmen; Sales Control Systems; Sales- 
men’s Expense Control; Contests and Campaigns; 
Sales Bulletins; Conferences and Conventions; Sales 
Forms and Contracts; Advertising Appropriations; Ad- 
vertising Agencies; Advertising Media; Mailing Lists; 
Sales Promotional Literature; Sales Correspondence; 
Collection Methods; Selling In Canada; Export Selling; 
Sales Equipment. 
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Powder Fillers 
® 
Suppository and It we our _ oe catalog, so with 
machine descriptions, illustrations, specifications. 
Lipstick Molds It answers many of the questions that arise about 
. tablet making procedure, choice of equipment, prepa- 
Taube Filling, ration of granulations by the slugging method, etc. 
Closing and It describes new and improved machines... more 
Sealing Machines efficient, more productive equipment... for both 
. laboratory and large production purposes. It contains 
much information we believe you will find of real im- 
Miscellaneous mediate and future value. Your copy will be mailed 


Equipment for the asking. 


F. J. STOKES MACHINE COMPANY 
5932 Tabor Road Olney P. O. Philadelphia, Pa. 


Representatives in New York, Chicago, Cincinnati, St. Louis, 
Cleveland, Detroit, Boston 
Pacific Coast Representative: L. H. Butcher Company, Inc. 
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ANUCTION Fob 


BY A crmpdiy, “CO Mg a. 
PRUBUCTION ENGINEER 


TRAINING FUTURE EXECUTIVES 

It is an axiom that industry runs on brain power and 
that the only assets having permanent value in any 
organization consist of the brains that manage it. We 
have noticed that many drug, cosmetic, and chemical 
firms are managed by exceptional men who may or may 
not have grown into their present rank from the bottom 
of the organizations with which they are connected. 
What strikes us is the difference in mental alertness 
between the men who control many organizations and 
those in the lower ranks who must eventually succeed 
them. It is also an interesting observation that many 
exceptional men are so fiercely proud of their own abil- 
ities and so certain of extreme longevity that they pay 
little or no attention to the establishment of a sound 
organization to continue the business after their checks 
have been cashed. 

It seems to us that the primary job of management is 
constantly to make provision for its own replacement. 
It would appear far more important to secure for future 
executive jobs the services of alert energetic intelligent 
men than it is to purchase the most advanced equip- 
ment for plant operations. The necessity of constantly 
giving a great deal of thought to building up an organ- 
ization is accentuated by the difficulty of getting hold of 
mentally alert progressive men. There simply are not 
enough to go round. 

The customary way of building an organization is to 
employ men with proper training, usually college train- 
ing, on the assumption that college training is evidence 
of adequate training in the fundamental requirements 
of the jobs involved and also an indication of better than 
average intelligence. But the difficulty is that college 
men must be given more or less prolonged practical 
training before their real value is determined. Rather 


May ’40: 46, 5 


The Drug and Cosmetic Industry 


than take the expensive gamble of training such men, 
some firms follow the practice of snatching qualified 
men from their competitors. Even this is sometimes a 
gamble because it often happens that a man who works 
well in one organization will not fit into another. In any 
case, you cannot accurately judge a man’s ability to use 
his brain effectively until he has worked in your organi- 
zation for a considerable period of time. You must, 
therefore, bear the cost of this training period. 

Since it is alert intelligent brains and the ability to use 
them that makes a man valuable to an organization, it 
is most unfortunate that the depression has deprived so 
many men of great native intelligence of opportunities 
to secure essential college training. In virtually every 
organization you will find men without specific college 
training who have exceptionally good minds and who, 
because of the lack of adequate training, are forced to 
remain in relatively minor jobs. When a man has been 
working in your organization for a period long enough 
to enable you to judge his native abilities, it seems to us 
practical to underwrite the cost of giving him the 
necessary college training. If a man’s work and associa- 
tions have demonstrated his mental capacity, it seems a 
smaller financial risk to underwrite the cost of his train- 
ing than it is to employ a trained man whose native 
capacity may not be revealed for several years. 

It is for this reason that we so greatly admire the co- 
operative courses given by the University of Cincinnati 
and other schools under which young men work and 
study during alternate periods. We believe very 
strongly in the value of scholarships not only for men 
who have had college training but for those who have 
had none. Many organizations follow the practice of 
sending college trained men who have proved their 
abilities by actual service to approved universities for 
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380 wrapped packages 


per minute 


Here’s the wrapping machine that has been hailed as a real 
money saver by manufacturers of small-sized packages . . . The 
products shown at left are but a few of those now being wrapped 
by the Model CM-2. 

This extremely modern machine pops out packages at the rate 
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wrapping costs. 
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all projections). 

Packages wrapped by the Model CM-2 have that neat, trim 
appearance that comes of a firm, tightly sealed wrap. The ma- 
chine handles open boats containing loose articles, as well as 
regular cartons—package is not tilted or elevated during entire 
wrapping process. Applies an easy-opening tape, if desired, 
enabling the consumer to remove the wrapper more easily. 

Adjustable for various sizes within certain limits. Very little 
time is required for the change-over. 

If your packages are comparatively small, you will certainly 
want to know more about the CM-2. 

Consult our nearest office or write for literature. 
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Buenos Aires, Argentina: David H. Orton, Maipu 231 
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advanced training. This is a very desirable practice and 
it should be extended. Some firms located in university 
towns also follow the practice of permitting exceptional 
men to work part time while they are attending the local 
university. This also is an excellent way to combine 
theoretical training and practical training and to de- 
velop a man’s natural capacities. 

We know of only one firm, however, which follows the 
practice of sending exceptionally bright men from the 
ranks to college for specific technical training. These 
men are sent to college at company expense and are paid 
subsistence wages while studying. The plan has been in 
operation for many years and has proved to be very 
well worth while because it stimulates all of the ambi- 
tious young men in the organization who have no college 
training and who would like to get it. On the other 
hand, the men who have already been trained return to 
the company with an unalienable sense of loyalty to a 
company which provided a college education which 
they would not otherwise have been able to get. Of 
course all this applies only to large firms, but it is only 
the larger firms who need to worry about the contin- 
uance of their organizations. 

It is obvious that modern industrial conditions not 
only are demanding men better trained in every field, 
but also are requiring men with great native intelligence. 
You can give a man training but you cannot give him 
intelligence. Therefore, it would seem to be practical 
for firms in the trade to cooperate in every possible 
manner with the universities to the end that the intel- 
ligent men will be provided with the essential training. 


MIXER 

One of the latest types of Abbe-Lenart Processing 
Units developed by the Abbe Eng. Co., 50 Church St., 
New York, is designed to combine two or more opera- 
tions in one. It is a cylindrical container made of steel, 
stainless steel, monel or any other metal and the 
patented Abbe-Lenart agitating and dispersing mechan- 
ism consisting of a ribbed mixing disc, a stator ring and 
a stationary baffled slotted inner cylinder. The rotation 
of the disc forces the material through the narrow aper- 
ture between it and the stator ring causing rapid mill- 
ing, disintegration and dispersion of the material to a 
finely divided and homogeneous state. The material is 
then impelled upward by the spiral circulating action 
throughout the entire charge and the material is then 
reabsorbed into the vortex of the inner cylinder through 
its slots and over its top. This repeated action causes a 
mixing or dispersion of unprecedented intensity which 
results in considerable time savings in the process. 

For pastes, viscous or other thick materials that may 
cling to the sides of the container, an independent top 
motor driven scraper is provided which operates at a 
slower speed to bring the material back to the main 
mass. 

The container is fully, or partially, jacketed for steam, 
hot water, oil, or brine circulation to heat or refrigerate 
the contents as required. Heating may also be by gas or 
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electricity. A heavy domed cover of any desired metal, 
equipped with sight glasses, vacuum or pressure gauge, 
and all suitable connections may be supplied for operat- 
ing the unit under vacuum for de-airing, drying, crystal- 
lizing, and evaporating or under pressure for introduc- 
tion of gases into the material or for other physical or 
chemical reactions. It is also well suited for agitating 
liquids in vacuum drying or impregnation tanks. 

It is easy to see how the combination milling and dis- 
persing operation may also be combined with one or 
more other operations and the equipment used as an 
autoclave, still, carbonator, evaporator, concentration 
or dryer with accurate control of temperature and 
vacuum or pressure. 

Where it is desired to use the container as a vacuum 
cooking kettle or autoclave or where processing is de- 
sired not involving one or both mixing mechanisms, 
they can be quickly taken out and put back. This 
feature recommends the smaller units particularly of 
1% to 5 gals. for laboratory and pilot plant work be- 
cause of their flexibility of application. Larger units are 
available up to 330 gals. for full scale production work. 


COLOR MATCHING LAMP 

Analyte, a white light developed for the purpose of 
properly matching colors of all types of material and 
products under conditions requiring north sky light, is 
announced by Color Analysts, Inc., 610 Bloomfield 
Ave., Bloomfield, N. J. This new unit has applications 
in the plastics, cosmetic, paint, dental, printing, and 
other industries. It is a luminous daylight color match- 
ing lamp designed and manufactured to produce a soft 
diffused but penetrating white light for practical appli- 
cation on all types of materials and products. This 
source of light is consistent 24 hours a day, regardless of 
season and location. 

The true and unvarying banded spectrum has the 
spectral balance of north horizon skylight, thus contain- 
ing the necessary proportion of blue as well as red so 
vitally needed for accurate color matching. The light 
is produced by gaseous discharge tubing, and being 
white at its source, no corrective filters or fluorescent 
coatings are required. The clear glass tubing used in 
Analyte is bent in the form of a grid covering the entire 
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bottom seal them, insert made-up bags, fill the desired 
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carton) then top seal the carton. 
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area of the reflector surface. This grid is held in place by 
spring clips and is easily removed and replaced. The 
white porcelain reflector is easily cleaned by simply 
wiping with a damp cloth. 

Normal line voltage variations and temperature 
changes will not affect the quality of the spectrum dur- 
ing the useful life of the tubes. Mazda lumiline lamps 
are installed in the reflector and may be alternated with 
the daylight for comparative matching under artificial 
illumination. Analyte is air cooled and insulated to in- 
sure cool operation under steady and continuous operat- 
ing conditions. The outside coating is a neutral grey 
baked wrinkle finish. The lamp has been tested under 
practical conditions in the textile industry for several 
years. It is wired for two phase operation which is 
recommended to minimize stroboscopic effect, but it 
may be used on a single phase voltage supply. 


LABORATORY MIXER 

The Mixing Equipment Co., Rochester, N. Y., 
announces the new model “F”’ laboratory mixer. Aside 
from its portability and ease of handling, the chief 
feature of this new mixer is its adjustable speed friction 
drive. It provides constant horsepower at the propeller 
and increasing torque with slow speeds. A turn of con- 
veniently placed thumb screw increases speed up to a 
maximum of 1750 RPM or decreases speed until mixer 


Su adlede 





is barely turning over. The makers stress the fact that 
there are no gears to wear out and no rheostat to buy. 
Likewise, there is no commutator or switch. 

Users report that this model, mounted on a special 
ring stand clamp, may be used on beakers as small as 
300 cc. without spilling or throwing out of the contents. 
These mixers have been used on tanks up to 20 gals. in 
size to produce gentle agitation. Convenient carrying 
handle makes it easy to use as a hand mixer without 
clamp or stand. 

The mixer is recommended for use with inflammable 
materials since motor is totally enclosed. Widely used 
in the laboratory for making up standard solutions, 
stirring constant temperature batches, and making up 
test batches, this machine is also popular for small pro- 
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duction lots of cosmetics, fine chemicals, pharmaceu- 
ticals, etc. It is useful over a full range of viscosities pro- 
ducing the same double mixing action as in full scale 
operation. In suitable quantities, material up to 300 
centipoises may be agitated continuously without over- 
loading motors. Thicker materials may be handled 
successfully by reducing speed slightly by means of 
speed control. 


BALL MILL 

The new streamlined ball mill manufactured by Abbe 
Eng. Co., 50 Church St., New York, is of all welded 
steel construction with shell made of extra heavy gauge, 
high carbon or chrome manganese alloy steel. The unit 
is a style GPH mill mounted on pedestals with broad 
feet. The pedestal on the drive end has the motor base 
built integral with it. The geared motor rests on a 





machined base which permits quick and easy alignment 
of the gear and pinion. 

In addition there is an inching magnetic motor 
mounted brake, also a push button control on the 
pedestal with a three-button station for starting, 
stopping, and inching the mill to the desired position 
and holding it there for charging or discharging. This 
type of drive is available for wet or dry grinding of any 
product in the chemical and allied industries. 


PILOT PLANT EQUIPMENT 

Reynolds Electric Co., 2650 W. Congress St., Chi- 
cago, specialize in small equipment primarily in use for 
restaurants and hotels. It is interesting to note that 
more of this equipment can be used for general pilot 
plant work and for making small batches of cosmetics 
and pharmaceuticals. All kinds of equipment are avail- 
able, such as mixers of various kind, grinders, emulsi- 
fiers, etc. Capacities of mixing equipment range all the 
way from one quart to five gallons. So many inquiries 
come to us for small equipment of this type that we 
recommend your obtaining a circular from this organiza- 
tion for your files. 
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lr you were to draw the specifications of an 


ideal labeler for your needs we believe you’d 
come very close to describing this new Model 
CH WORLD Semi-Automatic Labeler. 


It has everything you look for in a labeler—simple, 
sturdy design, neat, precise, rapid labeling, quick, 
positive adjustment to any size and shape of 
label or container, extreme operating conven- 
ience and accessibility, low first cost, operating 


cost and maintenance cost. 


Write for new Bulletin CH-5 containing com- 
plete information on this new and better WORLD 
Labeler. ‘ 


The Model CH WORLD Semi-Automatic Labeler for 
applying labels from postage stamp size up to 4 x 5” 
...to containers of every size and shape from am- 


poules up to 4” diameter. 


ECONOMIC MACHINERY COMPANY 
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PLIOFILM WRAPPER 

Package Machinery Company, Springfield, Mass., is 
now making machines for wrapping packages in Plio- 
film. 

Because of its special nature, Pliofilm requires treat- 
ment different from that used for other transparent 
wrapping materials. Precise temperature control and 
special folding mechanisms are necessary. The applica- 
tion of heat causes the material to be welded to itself 







instead of just sealed, as is the case with other trans- 
parent wrappers; this results in a tighter seal than can 
be produced with other materials. Because of the tight 
seal, an easy-opening tape is necessary to facilitate 
opening of the packages. This tape can be applied auto- 
matically by the wrapping machine. In spite of the 
special manner in which Pliofilm must be handled, the 
standard FA types of wrapping machines, with modi- 
fications, are being used, attesting once again to their 
extreme versatility. 


CENTER CONTROL TRUCK 

The Elwell-Parker Electric Co., Cleveland, has 
brought our center control trucks in a full range of sizes. 
The smallest in the series is called the “Cen-trol.”” This 
truck is designed particularly for service below the 
range of the usual power industrial units. It transports 
loads up to 2000 pounds, traversing aisles 48’ wide, 
passing through doors 414’ high, and riding 3 ton eleva- 
tors. It makes a complete turn in a 46” radius and 
maneuvers loads inside a boxcar. The operator’s posi- 
tion in the center of the truck gives him a clear view 
ahead through the uprights, with all controls easily 
accessible. Separate battery-powered motors govern 
travel, tilt, and lift. 


CONTROLLED FILLING 

Unavoidable variations in volume capacity of small 
size jars frequently causé serious difficulties because of 
overfilling or underfilling when using automatic filling 
machines for free-flowing products, hot or cold, for 
proprietary, cosmetic, food, industrial and other prod- 
ucts put up in jars or other containers. While an under- 
filled jar may contain full measure, it makes a bad im- 
pression on the purchaser. Overfilling causes the extra 
expense of cleaning spilled material from moving belts, 
jars and caps in addition to the cost of replacing dis- 
colored labels and refinishing jars by hand. 

It is claimed that all these difficulties have been over- 
come by the new high-speed special filler made by Food 
Machinery Co., Hoopeston, Ill., which has a type-of 
control never before used. The control does not release 
a given volume like other fillers, but cuts off flow of 
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material at a predetermined level. That is, it fills all 
containers to the same predetermined height, regardless 
of small variations in the capacity of containers. The 
filling-control mechanism has twin tubes which project 
down to the jar from the rotary valve. Material flows 
into the jar through one of these tubes and continues to 
flow until it reaches the level of the second tube which is 
an air intake tube leading to the reservoir chamber. The 
instant the air tube is closed by the material, the flow 
stops, without a single extra drop releasing into the jar. 
Adjustment is so exact that jars can be filled extremely 
close to the jar rim if desired. 


ODOR ADSORBERS 

The W. B. Connor Eng. Co., 114 E. 32 St., New 
York, have made a specialty of developing odor adsorp- 
tion systems for use in air conditioning and ventilating 
work. The units are designed to insert in air condition- 
ing systems after the air filters. The activating ele- 
ments consist of various forms of activated carbon. In 


















one type of installation the carbon units are designed 
with clips so that they can be attached to any standard 
type of filter frame. 

Of particular interest are the small units which are 
designed for local use, such as a research laboratory in 
which animal or other noxious odors are created. These 
units consist of the cells and an integrally mounted cir- 
culating fan. It may be mounted from the ceiling, the 
side walls, or on the floor. Appropriate fixtures for each 
method of installation are furnished. 


LOADING ELEVATOR 

The problem of loading outgoing trucks either from 
floor level or from docks is somewhat difficult because 
of the variations in truck heights. Truck heights vary 


as much as ten inches. In designing a dock the usual 
practice is to make the loading level 42”. This is a good 
average height, but many trucks are higher than this 
and some are lower. Moreover, the height of the truck 
bed varies as it is loaded. Because of the stated condi- 
tion, many firms load outgoing trucks from the tail 
boards which means a good deal of extra handling on 
long bodied trucks. In certain cases, adjustable ramps 
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Unless your present 
fillers allow for the 
unavoidable manu- 
facturing varia- 
tions in capacity of 
jars, some contain- 
ers ate underfilled, 
and must be com- 
pleted by hand; 
others may over- 
flow and smear your 
product on jars or labels, 
on moving belts and cap- 
ping machines. 


Overfilling and underfill- 
ing are prevented by the 
new FMC Filler. All con- 
tainers are filled to a pre- 
determined level—a 
method perfected by Food 
Machinery engineers, and 
exclusive with the FMC 
Special Filler! 





FIRST YEAR SAVINGS ESTIMATED AT 
$2700! — BY ONE PROMINENT USER 


This machine fills any 
size containers, and fills 
them to the level you de- 
sire; speeds up to 100 
jars per minute can be 
easily maintained with 
the 12-valve filler. 


GET THE FACTS on this 
new FMC Special Filler, 
which eliminates the 
waste of overfilling, the 
custome r-dissatisfac- 
tion which results from 
underfilling. 


*Name furnished on request 


CLIP THIS COUPON! FILL IN 


LOOK AT THESE FEATURES! 


Fills every container to 
* a predetermined level. 


Fills all free-flowing 
* products—either hot or 
cold. 


Sizes for filling the 

*smallest containers 
and up to 16 oz. or even 
more. 


Made in 6-10-12-18 and 
* 24 valve sizes. 


AND MAIL TODAY! 


Furnished with any 
2 type single speed or 
variable speed drive 
you prefer. 


Parts which come in 
. contact with the prod- 
uct are made of non- 
corrosive, tarnish- 
proof nickel-alloy or 
stainless steel. 


The amount released 

« into Containers is eas- 
ily controlled by a sin- 
gle adjustment. 


tetas 


FOOD MACHINERY CORP. 
(Sprague-Sells Division) 
HOOPESTON, ILLINOIS 


Please send me, without obligation, complete 
catalog data and information on the Special Filler 
you recommend for our filling operation. Our 


product 


(Name) uses 


....(Size Jars) and is filled at 


(Temperature). We want prod 


Jars per minute. 


tion of. 











Street 








City. 
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can be used, but within recent times we have noticed a 
tendency to use hydraulic or cable operated elevators to 
compensate for the difference in height between the 
loading floors and truck beds. These loading elevators 
are made of sufficient size to permit the elevation of 
motor operated skids and lift trucks. 

A type of this device is made by Walker Mfg. Co., 
Racine, Wis. This particular unit is operated by means 
of cables and is portable. It does not require a founda- 
tion or pit. Since it is operated from above through one 
of the vertical supporting columns, it is necessary to 
compensate only for the thickness of the platform itself 
and this is done by means of a small ramp. Since the 
platform is only a couple of inches thick, pulling a skid 
load up on the elevator platform presents no problem. 


RADIANT HEATING 
Some time ago in this department we described a 
method of heating plants which has been used in Eng- 


land for a considerable period of time. The plan is’ 


known as radiant heating and is achieved by burying 
steam or hot water pipes in floors or side walls. The new 
Johnson Wax building uses wrought iron pipe coils 
buried in the flooring. In order to provide for expansion 
and contraction, the piping is buried in loose gravel 
under the concrete slab. 

This method of heating eliminates all radiators and 
fans and is said to be cheaper to install in new buildings 
and also less expensive to operate. It is claimed that it 
is necessary only to maintain a floor or wall temperature 
of 85° in order to provide comfortable working condi- 
tions throughout the working area. Steam temperature 
of 175° F. at ten to seventeen inches vacuum is main- 
tained in the piping. If you are confronted with the 
problem of determining how to heat a projected new 
building, it would pay you to get into touch with A. M. 
Byers Co., Pittsburgh, manufacturers of wrought iron 
piping, because this company provided the piping for 
the Johnson Wax and other jobs and has accumulated 
an immense amount of data regarding installation cost 
and performance. 


TOUGH FLOOR ENAMEL 

It is always a problem to maintain painted floors 
whether they are made of wood or concrete because it is 
so difficult to get a paint which will withstand heavy 
wear for any reasonable period of time. We examined a 
sample of floor enamel made by Baer Brothers, 438 
West 37 St., New York, which looks very good. The 
company claims that it resists abrasion better than any 
other floor enamel. It certainly does resist cracking be- 
cause you can crumple a dried sample of it as much as 
you choose without causing it to crack. The material 
has been tested in railroad terminals with excellent re- 
sults. It is available in different colors and you can get 
a ten gallon test lot by ordering direct from the com- 
pany. 

In treating concrete floors in which there is likely to 
be an excess of alkali, the company recommends pre- 
liminary washing of the floor with three pounds of zinc 
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sulphate to a gallon of water. This acts as a neutralizer. 
Following this treatment, the floor must be permitted to 
dry thoroughly before the paint is applied. Two coats 
are required for new concrete and one where a concrete 
floor has been previously treated. 


LABEL CODING MACHINE 

The F. L. Smithe Machine Co., Inc., 645 West 44th 
St., New York, announces the Champion Label Coder, 
a small machine for imprinting code numbers on labels 
and circulars or for imprinting brand names and other 
pertinent data. 

The printing is clear and clean because a metal num- 
bering head is used with printers ink, although rubber 


numbers and stamp pad ink can be used, when desired. 
The machine is completely adjustable, having a range 
in size from 1144” x 154” up to and including 6” x 10”. 
Labels can be coded or imprinted at speeds ranging 
from 150 to 250 per minute. Changeovers can be made 
in a few minutes. 

This machine is the fastest label coding device in 
existence. Numbers can be placed in the margins at the 
top or bottom or sides of the labels. Registry is perfect 
because the label is positively held on the imprinting 
drum by means of grippers. This feature is of great im- 
portance in running very small labels at high speed. 


MATERIAL HANDLING 

Lyon Iron Works, Greene, N. Y., make a number of 
interesting devices for material handling. Among other 
things they make a series of lift trucks with elevating 
tables. The tables are elevated by means of cantilevers 
or toggles to a distance of 36” or more, depending upon 
requirements. There are a number of shipping and 
warehousing applications in which trucks of this type 
could be utilized to advantage. 


MOISTURE DETECTORS 

Colloid Equipment Co., 50 Church St., N. Y., have a 
device known as the Delmhorst moisture detector which 
was developed for detecting moisture in clays, insula- 
tion, plaster, textiles, and similar materials. The 
literature of the company does not indicate that it has 
ever been used for pharmaceutical products, but the 
thought occurred to us that it might be desirable to 
investigate this instrument for use in determining the 
presence of moisture in effervescent salts and other 
pharmaceuticals which must be dehydrated thoroughly. 
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New and Improved! | 


We have no yearly models—but improvements and 
refinements are being constantly added to Colton 
machines. 


There are over five hundred Colton Rotaries in use. 


Superior design, sturdy construction and ease in 
operation, along with the change from the old type 
Electric Drive to the new, improved, Tex Rope Drive, 
have made this possible. 


The No. 2 Rotary Tablet Machine has such desir- 
able features as positive pressure, eliminating varying 
thicknesses of tablets; hardened steel geur drive, 
eliminating frequent replacement of worms used on 
other makes, and sliding upper punch holders, to hold 
the punches rigidly, enabling the manufacture of 
special shaped tablets most satisfactorily. 


No. 2 Rotary Write for Catalogs. 


ARTHUR COLTON COMPANY 


2620 East Jefferson Ave. 
Detroit, Michigan 











LIQUIDATION: 


H a , s — near Senamotio Labeling genre eee 
2—Pneumatic Scale 6-head Cappers, with automatic Cap Feeders. 

ere’s what you'll like about 2—Karl Kiefer Visco Filling Machines. 

1—World and 1—Ermold semi-automatic Labeling Machines. 

the new 1—Pfaudler 500 gal. Glass Lined jack. Stainless steel agitated 

Kettle, motor driven. 

1—Cherry-Burrell No. 500 Viscolizer. 

2—75 gal. Glass Lined Mixers, stainless steel agitators, m.d. 

1—150 gal. Copper Steam Jacketed Kettle. 

1—U.S. Bottlers Combination No.4 Filter, Filler, Pump & Motor. 

7—Single Punch and Rotary Tablet Machines: 3—Stokes N, 
single punch 1/2”; 3—Colton Rotary No. 2, 5/8”; 1—Stokes 


1} | Rotary RD No. 1, 1”; 1--Richards single punch 2 1/2”. 
eee HAGERTY 2—20 x 48" Rotex Screens. 
1—Stokes No. 15 Powder Filler. 
HANDY FILLER’ ’ 5— Powder Mixers from 50 to 2000 Ibs. 
1— Stokesautomatic Tube Filling, Closing, Clipping Machine. 
1—Colton No. 4 Worm Tube Filling Machine. 
Low prices for quick sale. Act at once! 
CONSOLIDATED PRODUCTS COMPANY, Inc. 


20-21 Park Row New York, N. Y. 
Warehouse and Shops: 331 Doremus Ave., Newark, N. J. 

















e Durable e Simple to operate 





e Moderately 
priced 


e Eliminates e Light construction Everyone Enjoys the Bright Side 


as illing Why not put your Product on the Sparkling Bright Side 
with the new low cost HORM FILTER. 

The most practical hand filler Increase Brilliancy 

for creams, lotions and liquids. Increase Efficiency 


Increase Sales Profit 


Write for illustrated folder and prices Send us a sample for free analysis of your particular 
Filtration problem. 


HAGERTY BROS. & CO. F. R. HORMANN & CO. INC. 


10 Platt Street New York, N. Y. 18 Bergen Street @ Brooklyn, N. Y. 
Est. 1849 EQUIPMENT ENGINEERS 


FILTERS MIXERS FILLERS TANKS 


e Convenient sizes 
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(evelole le \/E-Vot abbet-s aan t—r- Wlolebb ates babic-t-leaat-sau: 
ROSS LABORATORY MACHINES 


IDEAL FOR SMALL ORDERS cme | 


and 
EXPERIMENTAL 


BATCHES 


THREE ROLLER MILL 


No. 52 Water Cooled 414” x 

10” Direct Driven. Easy to 

clean, compact and efficient. Anti-Friction Bearings through- 
out. Designed for bench mounting. 1 H. P. motor. 


CHANGE CAN MIXER 


Thoroughly mixes Ointment Bases, Tooth Pastes and all 
types of paste or semi-paste compounds. Stirrers driven by 
planetary action. Can holds 2 gallons. 14 H. P. motor. 


FLAT STONE MILL 


No. 9 Water Cooled, 8” size, motor driven. For fine milling. 
Can be furnished with hopper or feeder-pot. 


Send for Catalog No. 10 


CHARLES ROSS & SON COMPANY 


THE “‘NEW’”’ ErRTEL SWIVEL 
JOINT MIXER 


When it is different 
and more practical— 
look to Ertel. 


This NEW ERTEL 
SWIVEL JOINT 
MIXER was devel- 
oped based on past 
experience with vari- 
ous makes and types 
of mixers and stands 
alone in its field. 














PATENTS 
APPLIED 
FOR 

It is now possible to 


adjust the mixer shaft to any angle de- 
sired without the danger of the motor 
slipping while making the adjustment 
thereby causing damage. 


Write for further details. 


Ere: E NaineeRING Corpora TION 
DEPT. B @ 44 MILL STREET, KINGSTON, N. Y.- 


Manufacturers and Designers of Liquid Handling Equipment... Asbes- 
tos Disk Filters... Neutral Asbestos Filter Disks...Portable Mixers...Bottle 
Fillers...Glass lined and Stainless Steel Tanks...Hand Bottle Cappers 
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UNSTINTED PRAISE 


from Allied Products e Bayer e Bourjois e 
Carlova e Colgate e Eli Lilly e Grove Labs. e 
Lady Esther e Lever Bros. e Mentholatum 
e Norwich Pharmacal e Parke-Davis e Pep- 
sodent e Upjohn e Yardley and many others. 


for Faster, Better Dispersion- 
Emulsification and Grinding at 
Lower Cost in 


ABBE-LENART 
MIXER 


Unique patented disper- 
sion mechanism cuts proc- 
essing time under normal 
operation, vacuum or 
pressure, heat or cold from 
40 to 80%, vastly im- 
proving quality of lotions, 
oils, fats, creams, oint- 
ments and pastes. 


Write for Bulletin 48 


Capacities from %% to 330 
gallons, built in any metal; 
easy to clean; easy to run; 
thorough, rapid, quiet. 


for Faster Sifting with Less 
Power in Less Space with 


ABBE 


(Patented) 


TURBINE SIFTER 


Sifts powders from 6 to 300 
mesh, with minimum of “tail- 
ings”, clean separation, from 
3 to S times faster than with 
shaker, gyrator or vibrating 
screens. Requires less screen 
cloth. Remarkable performance 
on chalk, drugs, face powder, 
dental powder, milk sugar, 
tablet granulations, talc, zinc 
stearate, etc. 


Capacities from 30 to 5000 
lbs. per hour; easy to clean 
and change screens; dust 
proof; no shaking or vibra- 
tion. Two portable sizes sift 
up to 1000 lbs. per hour. 


Write for Bulletin 41B 
4 
ABBE ENGINEERING CO. 
56 Church St. corttand 7-115 New York, N. Y. 
MILLS > CUTTERS - MIXERS - SIFTERS 
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The Excellent Quality 
of this Good Product 


dK cblects itself 


in the Product in which it is used 


ISCO TRINITY TALC is produced in America. 
It compares favorably with the best from foreign 
sources. In it you have a three-fold guarantee of 
Assured Supply 6 Favorable Price 


Quick Delivery in any quantity 
e 


LOOKING FOR A REALLY GOOD 
STABILIZER? Then try 


ISCOALGIN 


ISCOALGIN is a purified white colloidal product, ex- 
tracted from marine kelp in the U.S.A. Its characteris- 
tics include: 

Water solubility e Uniform viscosity 
Ease of handling @ Requires no preservatives 
ISCOALGIN successfully replaces other colloids 
which have advanced in price. Manufactured to a 
definite standard. No variation from one shipment to 

another. 





























Put your GUM PROBLEMS up to us 


Let us match the kind of material you need. No 
obligation, of course. For example: if you are having 
difficulty with stringy gum solutions, or jell particles 
in your Arabic solutions, we suggest you use 


Caravan GUM ARABIC 


(Our exclusive brand) 


SORTS e GRAINS * 


Free from insoluble particles 


POWDER 


ISCO Absorption Base 


An American product, from American raw materials 
In every respect equal to the absorption base formerly 
imported from Europe. 


e HIGH UNIFORM CHOLESTEROL CONTENT 


@ RETAINS FIVE TIMES ITS WEIGHT OF 
WATER 


@ READILY WORKS INTO CREAM 


e IDEAL FOR WATER IN OIL CREAMS 


A trial run will convince you. 
Why not make it at once? 
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* COMPOUNDER’S CORNER 


PRESERVATIVES 


Although salicylic acid (0.1 per cent.) is 
suitable for the preservation of astringent 
lotions (providing precautions have been 
taken to exclude traces of iron compounds 
in its manufacture), and sodium benzoate 
(2 per cent.) has been used in the past for 
the preservation of dental creams, etc., 
these have largely become obsolete in the 
manufacture of modern cosmetic creams 
and lotions. The most widely used class of 
preservatives today are the esters of para- 
hydroxybenzoic acid, available under vari- 
ous proprietary names. These are odorless 
crystalline compounds which are non-ir- 
ritant to the skin and yet exert a valuable 
inhibitory action on mould growth. 

For the preservation of non-fatty 
creams, 0.10 per cent. of the ethyl ester of 
p-hydroxybenzoic acid or 0.15 per cent. of 
the methyl ester may be used. For cos- 
metic creams in general, including also 
dental creams, 0.15 per cent. of the propyl 
ester is recommended. For fat-free lotions, 
a saturated solution of the propyl ester 
(about 0.05 per cent. in aqueous solution) 
is satisfactory. 

The above esters are dissolved in boiling 
water which is then incorporated in the 
product. In the case of the sodium de- 
rivatives of these compounds a stock solu- 
tion may be prepared in cold water and 
aliquot proportions withdrawn as_re- 
quired. In the case of lipstick and other 
oil preparations, the preservative may be 
dissolved in the oil warmed to 70 °-80° C. 

The above esters of p-hydroxybenzoic 
acid are usually found to possess excellent 
preservative action in most cosmetic 
creams and emulsions in which the pH 
appears unfavorable for prolific bacterial 
growth, but they cannot be recommended 
for the preparation of sterile solutions or in 
the preservation of neutral jellies for 
therapeutic use, the formulation of anti- 
septic mouth-washes and similar products. 

In 1936 the writer suggested the use of 
parachlormetacreso] as a preservative and 
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antiseptic in cases where sterility was re- 
quired, and quoted evidence as to its 
effectiveness. 

More recently, C. E. Coulthard has car- 
ried out an investigation into the destruc- 
tion of bacterial spores by low temperature 
sterilization, in the course of which it was 
recommended that under ordinary condi- 
tions of pharmaceutical cleanliness heating 
for four hours at 80° C. or fifteen minutes 
at 100° C. in the presence of 1.400 para- 
chlormetacresol would be sufficient to 
sterilize. 

Tests indicated 0.25 per cent. para- 
chlormetacresol to be a more powerful 
germicide than 0.5 per cent. phenol or 0.3 
per cent. trikesol. Parachlormetacresol is 
a white crystalline solid, solubility in 
water at 20° C. about 0.4 per cent. Its 
Rideal-Walker value is given as 25, and 
experiments I have made on open wounds 
and skin surfaces with a 0.2 per cent. solu- 
tion indicated that it was non-irritant. 
Higher aqueous concentrations may be 
obtained by the use of its half sodium salt. 
When it is desired to preserve alkaline or 
soap solutions, parachlormetaxylenol may 
be used. This is claimed to have a Rideal- 
Walker coefficient of 62 in saponaceous 
solution, and its innocuousness has been 
investigated by Professor Burn, who has 
estimated that it would take 12 oz. to kill 
a human being. Unfortunately, this sub- 
stance is only sparingly soluble in water, 
and is therefore suitable for use only in 
saponaceous or alkaline solutions. 

Aqueous solutions of parachlormeta- 
cresol discolor on keeping (sometimes with 
precipitation). This is not visible, how- 
ever, in creams or emulsions. 

In the addition of parachlormetacresol 
or other steam volatile preservatives, care 
must be taken that the solution is suffi- 
ciently cooled prior to their incorporation, 
otherwise a proportion will be lost by 
volatilization. 

The relative insolubility of many of the 
present-day preservatives led to the in- 
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vestigation of the properties of propylene 
glycol. This is a colorless, odorless liquid 
resembling glycerin in many of its proper- 
ties and, in common with other glycols, it 
lowers the freezing-point of aqueous solu- 
tions to an extent depending upon its dis- 
solved concentration. (This has led to its 
introduction as an anti-freeze agent in 
milk-pasteurizing plants and brewery cool- 
ing equipment.) 

It appears to exert a selective inhibitive 
action upon mold growth. For example, 
10 per cent. of this glycol in beer-wort 
agar completely inhibited the growth of 
Aspergillus glaucus, A. repens and Mucor 
mucedo, but decreased (without entirely 
preventing) the growth of Penicillium 
terreste and P. expansum under conditions 
of heavy inoculation. 

Further tests showed that while this 
substance was not antiseptic—i. e., it did 
not prevent the multiplication of bacteria 
—it exerted a definitely retarding in- 
fluence upon their growth. 

Used in lemon creams, which under 
normal conditions are particularly prone 
to green molds when the natural juice is 
employed, 10 per cent. prevented such 
mold spoilage. It would therefore appear 
to be of definite value in conjunction with 
an ordinary preservative in the formula- 
tion of readily spoilable products. 

The relative innocuousness of the esters 
of p-hydroxybenzoic acid, their neutral 
reaction, freedom from irritation, and lack 
of color, odor and taste have stimulated 
research into the production of the higher 
members of this family, and recently the 
butyl ester apppeared on the American 
market under the proprietary title Butoben. 

T. Sabalitschka quoted the comparative 
activity of these esters as follows: 


p-Hydroxybenzoic acid methylester.. 3 
i en ethylester.... 8 
. propylester.. 17 
butylester... 32 
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JASMIN 


BY 
DESCOLLONGES FRERES 


Famous for a quarter of a century as the leading producers of 
synthetic Jasmin oils. Perfect reproductions which have stood 
the test of time and use. A type for every purpose. 


JASMIX AGENTS 


JASMIN DE PROVENCE BENJ. FRENCH, INC. 


166 FIFTH AVENUE, 
JASMIN QUINTESSENCE A NEW YORK, N. Y. 


Are you having ¥ 
any trouble with your : 


Over 35 years ago, the first Neutral Powdered White Soap was intro- 
duced to the apa ag of pi agen s oe > sac ags aaesacaie sd 
the House of Hopkins. Though perfected through the years by 
various technical improvements, CHECK YOUR PRESENT SOAP 
Hopkins’ Rajah Brand Neutral Pow- FOR THESE QUALITIES 
dered White Soap is today made 
Farth 8 under the same original process. For Pure whiteness 
ep Conribuies Taam ——— ce a able prs i 

oi or per ect perrormance, standardize Profuse, lasting lather 
LHUPATISNSS da on Hopkins’ Rajah Brand Powdered : 
OOS Neutral White Soap. You will Good meshing qualities 
greatly appreciate its extreme 
snow-whiteness, thoroughly neutral Freedom from free alkali 
taste, its complete freedom from 
free alkali, low moisture content, Uniformity 
and its very low residue of alcohol, 
water and sodium carbonate. Hop- Resistance to varying tem- 

kins’ Neutral Powdered White Soap perature 
will not turn rancid or harden on 
the shelf. Try it yourself. Fine appearance of finished 

product 








" Send for a Free Sample to use ina trial batch—also prices. 








J.L.HOPKINS & COMPANY 220 Broadway new YORK 
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isoamylester. 50 
benzylester.. 109 
the above being compared with phenol, to 
which was assigned unit activity (all these 
tests being conducted on the organism 
Staphylococcus pyogenes aureus). 

While it is common knowledge that 
micro-organisms differ in their resistance 
to the same preservative or antiseptic, and 
that hence the above table does not prove 
the superiority of the latter members over 
the earlier ones for general preservative 
use, they are certainly suggestive, and led 
to the carrying out of some experiments 
with n-butyl! parahydroxybenzoate. This 
is supplied as a white crystalline odorless 
powder, solubility in water approximately 
0.02 per cent., readily soluble in alcohol. 


“ec “ec 


The above concentration was sufficient 
to suppress the growth of Bacillus coli 
communis Escherich and B. lactis aerogenes 
(organisms which possess relatively high 
resistance and are indicative of contamina- 
tion by soil or sewage organisms), and also 
to inhibit completely the growth of 
Aspergillus glaucus, Penicillium expan- 
sum, P. terreste, and Mucor mucedo, types 
representative of the classes of mold most 
frequent in causing mold spoilage. It is 
non-irritant, and tests showed that it was 
perfectly satisfactory in the general preser- 
vation of toilet and cosmetic creams and 
emulsions, and in the preparation of eye 
lotions and douches under reasonably 
hygienic methods of production. 

Hydrogen-ion concentration is a potent 
factor in the evaluation of any antiseptic 
or preservative—for example, benzoic and 
salicylic acids, parachlormetacresol and all 
phenolic germicides are in general far more 
efficient in an acid solution. The sodium 
derivatives of the p-hydroxybenzoic acid 
esters have the advantage of being rela- 
tively efficient even in alkaline solution, 
and the butyl ester is no exception, being 
active in alkaline, neutral and acid media, 
a property which makes it of great value 
in the formulation of such products as eye 
lotions, where the very low proportion of 
preservative required and its efficacy in 
alkaline or acid solution are very desirable 
factors. R.G. Harry, Manuf. Perf. 


EYE LOTIONS 


It is quite a sound proposition to prac- 
tice the daily use of the eye-bath. Whether 
morning, midday or night time, the tired 
eyes gratefully respond to suitable eye- 
hygiene. The one thing necessary is the 
proper lotion to employ at an appropriate 
temperature and, above all, the proper 
strength of the lotion. 

The British Pharmaceutical Codex lays 
stress on the eye-lotion being isotonic with 
the lachrymal secretion and, though atten- 
tion is not always given to this point, 
there can be no doubt that any steep varia- 
tion from isotonicity will not only cause 
pain but that such a lotion, if repeatedly 
used, may cause damage. The formula for 
obtaining the isotonic point in solutions 
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containing two or more salts is given, but 
the following figures for certain freely used 
simple substances in eye lotion are ap- 
proximately isotonic: 


Boric Acid 13.5 grains per fluid ounce of 
distilled water. 

Sodium Bicarbonate 8.75 grains per 
fluid ounce. 

Sodium Chloride 6 grains per fluid 
ounce. 

The chemical salts frequently used are 
in the following proportions unless other- 
wise stated by the prescriber. 

Borie Acid. 2 per cent. w/v: This is 
probably one of the most frequently used 
lotions, and most probably should be con- 
sidered as slightly stimulating. This lo- 
tion, it should be noted, is not isotonic, 
but in this strength it has been a standard 
lotion for years in hospital practice. 

Boraz pure B. P. 1 per cent. w/v, being 
slightly alkaline, provides a suitable lotion 
following eye-strain that frequently arises 
from attendance at theatres, cinemas and 
similar places of entertainment. 

Sodium Bicarbonate B. P. 
w/u is an invaluable alkaline lotion for 
most non-diseased cases that arise. 

Sodium Chloride Pure. 1.4 per cent. 
w/v is the one that is suitable for all condi- 
tions that arise in normal life where eyes 
are sound but tired through casual circum- 
stances. 

The next point that arises is the question 
of sterility of the solutions used in the eye- 
bath. It is thought that ordinary house- 
hold tap water is perfectly safe. In most 
cases that is true, but not in cases where 
the surface is broken; consequently we are 
instructed to filter carefully the final solu- 
tion, preferably through a bacteria-proof 
filter. Distilled water should be used 
where possible, and, if not freshly dis- 
tilled, then it should be boiled at the time. 
It is most important that the lotion should 
be free from any floating particles. 


2 per cent. 


Chemical salts, such as zinc sulphate 
and copper sulphate—both astringents— 
have been omitted, as they should only be 
used on order or under supervision, while 
silver nitrate, zinc chloride and mercuric 
chloride obviously come more stringently 
under the same advice. 

The most frequently used compound 
lotion is: 

Boric acid 
Zinc sulphate 0.2 g. 
Aqua destillata ad 100.0 mils 

Another astringent lotion contains one 
per cent. of potassium alum sulphate, but 
it should be used under control. One of 
the best solutions, which could easily be a 
universal one, is normal saline solution 
(sodium chloride) with an equivalent 
amount of sodium biborate. The amount 
is 0.9 per cent. of each. This can easily be 
converted into a suitably sized tablet and 
one dissolved in each eye-bath of warm 
water, paying due attention to complete 
solution. 
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There are more complicated formulas 
available with a certain amount of vege- 
table extracts, which carry a small per- 
centage of tannic acid. These complicated 
formulas are impressive when set out in 
the respective percentages, but they are 
no better than the simpler solutions. 

A general utility formula for a lotion 
which takes a lot of beating is as follows: 
Solution distilled Witch 

¥ fluid ounce 
Sodium chloride 2 fluid drachms 
Sodium chloride 
Borax pure 
Freshly distilled water, 
10 fluid ounces 
H. Skinner, S. P. C. 


ANTISPASMODICS 


During recent years a number of syn- 
thetic compounds have been discovered 
which exhibit antispasmodic activity. 
Many of these products are simpler in 
structure than the natural occurring anti- 
spasmodics papaverine and atropine and a 
few of them appear on the market as sub- 
stitutes for these alkalloids. Several of 
them, especially methyl-di-(beta-cyclo- 
hexylethyl)-amine, proved to be strong 
antispasmodics. Although these com- 
pounds are distinctly different from papav- 
erine in structure, nevertheless, a relation- 
ship between them and a completely hy- 
drogenated papaverine can be established. 
F. F. Blicke and E. Monroe, J. Am. Chem. 
Soc. vol. 61, p. 91. 


WATER SOLUBLE RESIN 


A new series of water-soluble, water- 
dispersible vinyl resins, the polyviny] alco- 
hols, have indicated promising possibili- 
ties in soap and cosmetics. The new 
materials, designated as PVA, are now 
out of the laboratory development stage 
and are commercially available. 

The polyvinyl alcohols are versatile and 
powerful emulsifying and extending agents. 
They are described as neutral and non- 
corrosive, with excellent thickening prop- 
erties. 

Among the preparations in which the 
alcohols may be used are facial masks, 
brushless shaving creams, beard-setting 
compounds for use with electric razors, 
cleansing and various other cosmetic 
creams. 

PVA is available in a number of grades, 
since it has been found that proper selec- 
tion should be made to meet individual re- 
quirements. Polyvinyl alcohols are white 
to creamy white powders, odorless and 
tasteless. They are unaffected by oils, 
greases, fats, hydrocarbons and most of the 
ordinary organic solvents. 

A new technical bulletin, describing the 
physical and chemical properties of these 
compounds and the various methods of 
use, is now being distributed by the R&H 
Chemicals Department, E. I. du Pont de 
Nemours & Company, Wilmington, Del- 
aware. 
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JASMIN 


From a careful study of the formulas of 
various prizewinning jasmin perfumes, it is 
apparent that the following are prominent 
among the constituents conventionally 
employed: jasmin absolute, benzyl acetate, 
amyl cinnamic aldehyde and _linalool. 
English and American perfumers appar- 
ently favor the inclusion of a little hy- 
droxycitronellal, while the French seem to 
have a weakness for traces of terpeneless 
bergamot. The musk odor should not be 
overdone (though it frequently is) and ex- 
cellent results may be obtained by confin- 
ing this type of constituent to exaltolide 
(10 x 90). Terpineol, benzyl alcohol, indol, 
methyl ionone and paracresyl phenyl- 
acetate, all have their adherents. On the 
floral side, the bouquet is sometimes modi- 
fied by adding small proportions of tube- 
rose or rose de Mai absolutes, or ylang- 
ylang or bois de rose oils. Tinctures and 
infusions of civet and ambergris also find a 
certain amount of application. 

The classical composition of the abso- 
lute from pomade shows the alcohols: d- 
linalool and benzyl alcohol, and _ their 
acetates,.a most important ketone, jas- 
mone, and two nitrogen-containing com- 
pounds, methyl anthranilate and indol. 
Subsequent analyses of all the absolutes 
have shown other alcohols, geraniol and 
farnesol, other esters, as well as free acid, 
and phenolic compounds, such as para- 
cresol and its acetate. These subsequently 
discovered components have naturally 
suggested the use by the perfumer of re- 
lated products. 

Most of the esters have been found to be 
acetates; therefore, the perfumer has care- 
fully added to benzyl acetate and linalyl 
acetate the corresponding phenyl acetates, 
citronellyl acetate, and traces of octyl and 
decyl acetates. Phenyl propyl acetate, 
along with its corresponding aldehyde and 
alcohol, has also found a place. Isomeric 
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with phenyl propyl alcohol is dimethyl 
benzyl carbinol; both this alcohol and its 
acetate tone the odor of jasmin perfumes. 

The very high percentages of benzyl 
acetate naturally suggests the other esters 
of the alcohol; the benzoate, the cinna- 
mate, the salicylate, the formate, the pro- 
pionate and the valerianate contribute 
their parts effectively. 

At this point, we may recall that the con- 
densation of benzaldehyde and heptyl al- 
dehyde led to the discovery of alpha-amyl 
cinnamic aldehyde which, when diluted in 
its pure state, gives that remarkable jas- 
min odor for which it has been used exten- 
sively ever since its discovery. 

As we go from jasmone to di-hydro jas- 
mone and tetra-dyhro jasmone, the typical 
odor, while still of the same character, 
changes appreciably. Regarding the in- 
fluence of the double bond on the quality 
of the odor, jasmone occupies a place in- 
termediate between the ionones on one 
hand, where shades of odor are consider- 
ably altered by the suppression of a double 
bond, and, on the other hand, aliphatic 
terpene alcohols, where the odor is better 
as we go, for example, from geraniol to 
citronellol. 

It is important to remember that these 
remarkable ketones contribute not only to 
the jasmin odor proper, but add to any 
composition a vital factor which produces 
a flowery tone of unusual interest. S.P.C. 


GELATINOUS ALUMINA 


As an emulsifying agent gelatinous alu- 
mina fulfills to a marked degree the many 
requisites of a “universal agent.”’ It is 
versatile and non-specific in action and is 
thus capable of forming emulsions of the 
most widely differing materials. Emulsi- 
fication may also be effected at high 
temperature and many solids which melt 
at or below the boiling point of water can 
equally well be emulsified in their molten 
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condition. In all cases the resultant emul- 
sions are stable in that they may be sub- 
jected to freezing cycles, elevated tempera- 
ture and added electrolytes without dele- 
terious effect—indeed, distilled water need 
not be used for emulsification—and they 
do not separate free oil on standing for 
prolonged periods. 

Another interesting feature of this agent 
is the fact that it is edible, having no harm- 
ful effect on the human organism. It may 
therefore be used in pharmaceutical and 
medicinal preparations in which emulsi- 
fied paraffin, castor oil, cod liver oil, etc., 
are the essentials. 

The properties enumerated above indi- 
cate the general suitability of inert gela- 
tinous alumina for the stabilization of 
practically any oils, fats and waxes or 
oleaginous mixtures. Moreover, it is im- 
portant to note that being an inert in- 
organic material—acting principally by 
virtue of its physical state and forming an 
interfacial film between the two phases— 
the agent itself is unaffected by molds or 
fungi which attack, for example, gums and 
certain of the other common emulsifiers 
and stabilizers. It should also be noted 
that, because of the agent’s immunity 
from acid or alkali action in moderate con- 
centrations, the pH of emulsions made 
with it may be readily adjusted to any ex- 
tent required for the skin. This obviates, 
in particular, the disability of causticity 
which is a recognized failing of some of the 
alkalis and alkali soaps used in older cos- 
metic formulation and, in general, enables 
irritating surface reactions, due to pH 
differences, to be avoided. 

A consideration of paramount import- 
ance in relation to the possibilities of a 
new agent is naturally the ease with which 
it may be used, and in this respect inert 
gelatinous alumina offers certain advan- 
tages over some of the more intricate mod- 
ern emulsifiers. It requires no special 
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“PAIR” PRICE 


woes j 

} / HAT is “fair” price for a product but the sum of 
its material and production costs plus a legitimate profit for 
handling? Whether this total of actual cost be high or low, 
so long as the added percentage for handling is reasonable, 
such price can be regarded as one that is wholly fair. On 
this basis, we believe the majority of aromatic oils and chem- 
icals sold today are offered at fair prices, — that few sup- 
pliers are willing to risk loss of business and good will by 
even a suggestion of overcharging. 


Ultimate low price to user, therefore, depends largely upon 
the supplier’s facilities for keeping material and production 
costs to a minimum. Our organization is in a position to do 
this for two very good reasons: 1— Our tremendous turn- 
over and large purchasing power make for lower cost raw 
materials; 2 — Operation of our own extraction plant and 
distillery in Southern France with its abundance of plant and 


flower material provides supplies of finest oils without the 
usual added cost of foreign brokers’ fees. As a conse- 
quence of these advantages, FRITZSCHE perfume materials, 
measured grade for grade, ate priced not only fairly, but 
very moderately. For these reasons they warrant the consid- 
eration and confidence of every careful buyer. 


FRITZSCHE BROTHERS, Inc. 


























: a 
fe us par OF 




















Many firms rely implicitly upon our 
Laboratories for the creation and devel- 
opment of their products. Relieved of 
these details, they find their time can be 
more profitably employed by devoting 
their entire attention to the problems of 
effective merchandising. If interested, 
our Perfume Division will gladly work 
with you in the creation of a full line 
based upon honeysuckle or other floral 
effects. Please address us on your busi- 
ness stationery. 


rea EN T 





N G 


A New Series 





FOR FINE PERFUMING: 





HONE YSUCKLE 
A base for finest honeysuckle effects. . .$20.00 Ib. 


HOF VE Y SUCKLE NO \Y 
For alcoholic extracts and toilet waters. ..$22.00 lb. 


LIME YCLICKIE AIC) 16 
MONE YSUCALE NO. 79 


For floral colognes. This is the fragrance of honey- 
suckle combined with the bright, citrus note of a 


A GRIN a cos Va OBS s ce dace ve 28 $8.00 Ib. 
HONEYSUCKLE NO. 14 
Ideal hor GRTERIING © 516 n 5c! at Satine even anteeedeen $6.50 Ib. 


HONEYSUCKLE NO. 16 
Especially developed for powder work, both talcum 
and face. Very retentive; imparts true honeysuckle 


| ADR R Ay rns eh et $5.00 Ib. 
HONE Y SUCKLE NO ic 
An intensely sweet and delicate honeysuckle note for 
bath salts and bubble baths............. $3.00 Ib. 
HON iE YSUCKLE NO 1? 


For brilliantines. Colored yellow. One pound per- 
fumes and colors 55 gallons of mineral oil. $3.00 Ib. 


HONE YSUCKLE NO. 20 
Imparts to soap iP a true floral honeysuckle. Will 
not discolor white soap................ $5.00 Ib. 


FOR TECHNICAL PRODUCTS: 


HONE YSUCKLE NO. 15 
For insecticide sprays. 1 ounce per gallon of spray 
gives excellent coverage and a fine floral perfume 
RE SSRs ie vs LETS CPR $2.00 Ib. 
HONE YSUCKLE NO. 17 
An effective perfume for liquid soaps... .$2.00 |b. 














AUN EYSUCALE 


'RAVEL the countryside of America—north, south, east or west—and a 
thousand breezes will bring you the sweet, delicious fragrance of honeysuckle. 
Put this same delightful odor and native appeal of honeysuckle into your line 
of perfumes and cosmetics and you'll have a timely merchandising combina- 


tion, made-to-order for American tastes. 


That is what we offer you in this complete, new line of honeysuckle blends, 
each for a different purpose and each bringing with it the true floral charac- 
ter of honeysuckle’s elusive fragrance. We particularly commend our new 
FRITZBRO SYNTHETIC FLOWER OIL HONEYSUCKLE as a notably 
fine floral base. Its precise simulation of honeysuckle has been achieved by 
skillful blending of pure natural oils and high grade aromatics. 


A point of immediate interest in view of the current vogue for cologne type 
perfumes is the fact that honeysuckle lends itself better, possibly, than any 
other floral perfume to modification for cologne work. We believe careful 
examination of these specialties will prove them to be important adjuncts 


well worthy of your line. 


FRITZSCHE BROTHERS, Inc. 


PORT AUTHORITY COMMERCE BLDG., 76 NINTH AVENUE, NEW YORK, N. Y. 


BRANCH STOCKS 
BOSTON CHICAGO LOS ANGELES $T. LOUIS TORONTO, CANADA MEXICO, D. F. 
CACTO RAS AT ESKRUECTVOM, BH 8 AMS SHUCOC AWS (WARS FERECS 














 SUPERFINE! .... SEILLANS ABSOLUTE of ROSt 


Left: Rose de Mai in full bloom, vicinity 
of Seillans. 


Below: Stills used in preparing 
Rose Waters at our Seillans plant. 








¢«_/ECAUSE of its close proximity to regions famous 
for their rose harvests, our Seillans plant receives its 
flower material fresh/y gathered and ready for mmediate 
extraction. In rose production, this is a point of prime 
importance. A further consideration is the need for con- 
stant, expert supervision during all stages of production. 
At no time is this more imperative than during conversion 
of the Rose Concrete into alcohol soluble Absolute of 
Rose, for it is here that dissipation of delicate odor prin- 
ciples is most threatening. 

Seillans ABSOLUTE OF ROSE, made at our modernly 
equipped, fully-functioning French plant, is an absolutely 
pure, superfine grade of product because every funda- 
mental essential to quality is strictly observed during all 
phases of its production. 


We are also headquarters 
for the world-famous 
BULGARIAN 
ABSOLUTE OF ROSE 














machinery, having proved itself satis- 
factory with a great variety of the stand- 
ard types of emulsifying machinery or 
homogenizers available today and its use 
therefore would necessitate no change in 
existing plant, were the agent to be sub- 
stituted in a production line. The general 
procedure is, then, to disperse the agent in 
water—it is generally supplied as highly 
viscous aqueous paste and requires no pre- 
liminary swelling or heating—premix with 
the oil phase and homogenize. 

The amount of agent required for 
emulsification will depend to a large extent 
upon the proportions required of the final 
product. Actually all degrees of viscosity, 
ranging from thin milks to thick creams 
may be obtained by variation in the 
amount of agent and the mechanical treat- 
ment of the mixed ingredients of the emul- 
sions. Generally, 0.25-0.5 per cent. AlzO3 
will suffice for emulsification of most oils, 
while for creams an increased quantity 
(up to 5 per cent. Al2O3) is recommended. 
In this latter case the agent is being used 
not only for emulsification but also as a 
“base” for the cosmetic materials, its 
value here being greatly enhanced by its 
smoothness and excellent spreading quali- 
ties. 


HAIR CREAMS 

The chief factors that must be taken 
into account when formulating emulsified 
hair creams are as follows: 

(a) The choice of an appropriate emul- 

sifying agent; 

(b) The choice of a mineral oil of suit- 

able viscosity; and 

(c) The correct balancing of the oil and 

water phases of the emulsion. 

The essential components of a_ hair 
cream of this type are an emulsifying 
agent, mineral oil, water, and a “glossing”’ 
agent such as beeswax. The incorporation 
of a small proportion of glycerin is op- 
tional. Other potential components in- 
clude ozokerite, ceresin, and stearyl and 
cetyl alcohols. 

A simply constructed formula, with all 
constituents properly balanced, is the 
ideal to be aimed at; complicated formulas 
are not only prone to be wasteful and 
unstable over a period of time—they also 
make the finished preparation difficult to 
standardize. Much has been written as to 
the desirability of increasing the viscosity 
of the aqueous phase by including a little 
gum or quince seed mucilage, but the fact 
remains that this practice is as undesirable, 
in a properly constructed formula, as it is 
unnecessary. 

Probably one of the commonest faults 
is the needless duplication of ingredients— 
a thin mineral oil being included with 
petrolatum, for example, or an amazing 
variety of waxes and emulsifying agents 
figuring in the formula. 

A comprehensive series of experiments, 
undertaken by one of England’s leading 
cosmetic chemists, shows that 45 per cent. 
of mineral oil (0.860) and 50 per cent. of 
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water give the optimum balance when 
emulsified with triethanolamine and 
stearic acid. Any substantial excess of 
stearic acid should be avoided, as it tends 
to leave an unsightly deposit on the hair. 
The remaining 5 per cent. of this formula 
consisted of triethanolamine stearate 
formed in situ, together with a proportion 
of beeswax to impart an attractive sheen. 
When including beeswax, it is desirable to 
use exact amounts of triethanolamine and 
stearic acid, or at any rate to avoid any 
excess of triethanolamine. The resulting 
hair cream was of perfect texture and com- 
pletely stable, though unhomogenized. 

Emulsions of a rather thinner type, in- 
termediate between hair creams and 
beauty milks, were obtained with 30 to 37 
per cent. oil and a corresponding increase 
in water. Emulsions with an excess of oil 
over water proved completely unsuccess- 
ful, when emulsified in the same manner. 
In all these experiments, the soap formed 
in the course of manufacture acts not only 
as emulsifying agent but also as a fixative 
for the hair and a thickener of the “body” 
of the emulsion. The beeswax imparts a 
desirable gloss and further increases 
viscosity. 

Borax-beeswax emulsions give quite sat- 
isfactory creams, although their texture is 
perhaps rather too granular to be re- 
garded as perfect. 

Various other emulsifying agents may 
be used in this connection. S. P.C. 


NEW VITAMIN B 


Discovery of a hitherto unknown vita- 
min essential for the maintenance of vital- 
ity, and the absence of which in the diet 
has been found to result in the sudden 
death of a large group of experimental 
animals without any previous danger sig- 
nals, was reported before a symposium of 
vitamins and nutrition at the annual 
Spring meeting of the American Chemical 
Society. 

The vitamin, which may henceforth be 
known as the “vitality vitamin,” and may 
account at last for many mysterious condi- 
tions in which patients for no known medi- 
cal reason complain of constant fatigue, 
listlessness and lack of the interest in life 
in general, was reported by Dr. G. C. Sup- 
plee, R. C. Bender and O. J. Kahlenberg 
of the research laboratories of the Borden 
Company, Bainbridge, N. Y. 

The “vitality vitamin” is the latest 
addition to the fast-growing list of mem- 
bers of the B-family, royal family of vita- 
min, that may turn out to be the most im- 
portant of all the vitamins in their in- 
fluence on the human body’s most essen- 
tial mechanisms. 

In fact, the evidence now accumulating 
points a finger of suspicion at the process 
of malignant growth as being due, at least 
in part, to a prolonged insufficiency in 
several of the vitamin B factors, particu- 
larly those proved vital for the normal 
respiration of living cells. 
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The “vitality vitamin,” referred to as 
the “unknown factor” as well as vitamin 
B-6, are both essential for growth and 
normal development in the young, Dr. 
Supplee reported. Absence of the un- 
known factor in the diet of mature sub- 
jects results in the development of the 
same skin pathology which is produced at 
will in young animals by omission from the 
diet of either vitamin B-6 or of the un- 
known substance. In the case of mature 
subjects, however, the skin disorder 
(acrodynia) frequently fails to develop 
with regularity. 

“The most characteristic reaction of the 
adult subject,’’ Dr. Supplee stated, “‘is a 
pronounced inanition and lack of vigor 
and vitality without other objective signs 
of disease. 

“After extended periods on the diet 
deficient in the unknown vitamin, not- 
withstanding the presence of all other 
known essential factors, the adult ex- 
perimental subjects show a high rate of 
sudden or unpredictable mortality without 
previous loss of weight, emaciation or 
other apparent signs of collapse and 
death. 

“These characteristic reactions are in- 
terpreted to indicate that the unknown 
vitamin is necessary for the proper func- 
tioning of some vital metabolic process, 
the external skin lesions being simply an 
objective symptom of a more profound 
physiological disturbance.” 

The substance in which the unidentified 
“vitality vitamin” factor was dected was 
derived, as an extract, from rice polishings. 


COD LIVER OIL BURN 
TREATMENT 

Hardin reports the results of cod liver 
oil ointment therapy in seventy-five 
selected clean and infected wounds and 
nine fresh major burns. He states that as 
a rule more tissue is saved, infection is 
better controlled, tissue regeneration is 
accelerated, less scarring occurs, pain is 
more completely eliminated, hospitaliza- 
tion is made shorter, and a better func- 
tional result is achieved by the use of cod 
liver oil-petrolatum ointment than with 
other methods of therapy. The disad- 
vantages are few and relatively unim- 
portant. In treating extensive burns or 
ulcerations, large amounts of the ointment 
are needed and the expense is consider- 
able. But the additional cost is more than 
compensated by the more rapid healing 
and quicker return to health. The dis- 
agreeable odor of fish oil, though occasion- 
ally objectionable, has not proved seriously 
unpleasant to the patient. This is easily 
controlled by sprinkling a few drops of 
turpentine on the dressings. Rancidity 
seldom occurs, since the ointment is self 
sterilizing and even rancid oil does not 
harm the wound. No ill effects have been 
reported from hypervitaminosis. Irrita- 
tion and maceration of the skin do not 
occur. N.C. Med. J. vol. 1, p. 82. 
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COMPARE WHAT YOU ARE NOW 
USING BY THIS SIMPLE TEST: 


"ENGLISH" 





ACTIVE BROWNIAN MOVEMENTS 


Particle Size 
10 Microns 
10-3 Microns 
3-1 Microns 
1-less Microns 


NO GRIT @ EXCELLENT WHITE COLOR e HIGH BULKING VALUE 


LARGE N. Y. STOCKS PRICE SCHEDULE 50 GRAMS OF COLLOIDAL 


aelp, KAOLIN HAVE BEEN SUS- 
IMMEDIATE DELIVERIES §& i) = In_ bags, ton lots PENDED IN 500 CC. OF 


COM PANY ING In bags, less than ton lots . 63¢ Ib. 
WRITE FOR SAMPLES Cent a pound additional for barrel pack- WATER. 
aging. F.0.8, New York. RIGHT: Material immediately after 


thorough agitation. 


SCHOFIELD-DONALD CO. % ttt Material ster being lt 2 


rest for one week. 
154 NASSAU STREET e NEW YORK, N.Y. ~ 
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Me — Time For FRAYGRELLE 


A fine perfume oil for extracts, toilet waters, creams, powders, lotions, etc. 


Have you tried Tonkaire for removing the sharpness of alcohol odor? 
Have you tried Tonala 30 in your perfume compositions? 


WRITE FOR SAMPLES AND INFORMATION TODAY 


Compagnie Parento, Inc. 
Executive Offices and Laboratories 


neg CROTON-ON-HUDSON, N. Y. seen 
LOS ANGELES SAN FRANCISCO 


COMPAGNIE PARENTO, LTD. 
TORONTO, ONT. CANADA 


Ree OR ORE ER ORE ESOS ORES OES ORO OS OS ORO US OR OR RS OS OR ORES ORO 
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ADVANCING THERAPY 


PANTHOTHENIC ACID 


Synthesis of the vitamin essential for 
normal growth, which is believed to play a 
vital role in other normal functions of the 
living body of man, animal and plant, is 
announced in Science, official organ of the 
American Association for the Advance- 
ment of Science. 

The newly synthesized growth vitamin 
is known technically as panthothenic acid, 
and more popularly as the “acid of life,” 
because it appears to be present every- 
where in all forms of life. 

While it was originally discovered in 
1933 by Dr. Roger J. Williams, at that 
time working in Oregon State University, 
and now at the University of Texas, it was 
not until last Summer that another group 
of workers found it to be identical with one 
of the factors present in the vitamin B 
complex. 

The synthesis of the growth vitamin was 
brought about as the result of the merging 
of two individual lines of scientific investi- 
gation, one of which, carried on by Dr. 
Williams at the University of Texas, re- 
lated to panthothenic acid, while the 
other, carried on at the Merck & Co. Re- 
search Laboratories at Rahway, N. J., con- 
cerned itself with the chick anti-dermatitis 
vitamin B factor. 

Dr. Williams had succeeded in deter- 
mining the chemical nature of one half of 
the vitamin, while the Merck group had 
succeeded in finding out the chemical com- 
position of the second half. Then the two 
converging lines of research came together 
and merged the two halves into one whole 
—synthetic growth vitamin. 

The work at the Merck laboratories was 
done by Drs. E. T. Stiller, J. C. Keresz- 
tesy, J. Finkelstein and Randolph T. 
Major. 

The newly synthesized vitamin is so 
strong an aid to cell growth that one ounce 
placed in 7,500,000 tons of testing mixture 
would multiply. the cell count by four, it 
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was reported. Recent tests have shown 
that the rate of hatching of eggs dropped 
from 70 to 3 per cent. when the vitamin 
was removed from the hen’s diet. It exists 
in nature in such minute quantities that 
250 kilograms of liver yielded only about 
three grams of the crude acid, which could 
be purified only with the greatest difficulty. 
Now that it has been synthesized and 
thus made available in limitless quantities, 
it is expected to take its place as one of the 
important weapons in the preservation of 
normal health, as a stimulant to growth, 
and possibly as a preventive and curative 
factor for some ills for which at present 
there are no known effective remedies. 
This hope is based on the fact that every 
other vitamin B factor so far synthesized 
has proved itself a specific in the preven- 
tion and cure of some serious diseases re- 
sulting from the absence of these factors in 
the diet, or from the requirements of the 
body, under special conditions, for greater 
quantities of these vital substances. 


INDUSTRIAL DERMATITIS 


Klauder and his collaborators maintain 
that trade dermatitis is caused annually in 
an enormous number of cases not by the 
substances encountered at work but by the 
removal of these substances with methods 
harmful to the skin. The authors ques- 
tioned patients and persons employed in 
industry concerning the manner in which 
they washed their hands: the kind of soap 
used, the frequency of washing and the use 
of other cleansing agents, emollients and 
protective medicinal applications. They 
made surveys of factories and workshops 
in different industries to observe facilities 
provided for washing and measures em- 
ployed in the prevention of industrial der- 
matitis. The studies emphasize the im- 
portance of mechanical devices in the pre- 
vention of industrial dermatitis and the 
need of education of workmen and others 
concerned in preventive measures, espe- 


The Drug and Cosmetie Industry 


cially care of the skin and harmless meth- 
ods of cleansing it. The authors discuss 
protective medicinal applications for the 
skin (protective hand creams). They give 
eight formulas of protective medicinal ap- 
plications, comprising greasy and non- 
greasy preparations and those that dry 
leaving a film. Other protective applica- 
tions (applied before working) are dis- 
cussed: (1) hydrous wool fat for protecting 
from the carcinogenic action of mineral oils 
and tars, (2) different applications to pre- 
vent dermatoses from petroleum and lub- 
ricating oils, (3) bland oils to facilitate re- 
moval of paint, ink and dirt and (4) so- 
dium bisulfite as a neutralizing and reduc- 
ing agent. In the discussion of methods of 
cleansing the skin it is stressed that a 10 to 
30 per cent. solution of sodium thiosulfate. 
and a 0.5 per cent. solution of sodium 
metasilicate are harmless agents for re- 
moving such substances as paint, ink and 
dye. A formula consisting of a mixture of 
sulfonated neat’s foot oil, liquid petrola- 
tum and corn meal is given as a substitute 
for mechanic abrasive soap. In the discus- 
sion of the action of soap on the skin the 
authors take up mechanic soap and its 
ingredients, toilet soap, neutral soap, soaps 
for household and laundry purposes, soap 
fillers, silicates of sodium, the allergenic 
action of soap and soap as a primary 
cutaneous irritant. Soap is not sufficiently 
soluble, as employed for toilet or laundry 
purposes, to permit the alkaline salts it 
contains, especially sodium carbonate, in 
sufficient concentration in soap solution to 
act as cutaneous irritants. Exceptions are 
soaps in powder form mixed with sodium 
carbonate. The authors also evaluate 
detergents other than soap: triethanol- 
amine soap, naphthenic acid soap and sul- 
fonated oils. Formulas of different com- 
binations of sulfonated olive oil, sul- 
fonated neat’s foot oil, gelatin and liquid 
petrolatum and one containing sodium 
lauryl sulfate are’ proposed as soap sub- 
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HOW LONG SHOULD A 
FINGER NAIL ENAMEL WEAR? 


Only one way to find out. By the number of packages you sell. For 
in customer reaction to your product lies the answer. 


The more than favorable sales records enjoyed by the packagers of 
LACQUERS FINGER NAIL ENAMELS indicate that this superior polish 
wears extra long . . . and incidently flows smoothly, is easy to apply, 
is fashion-color perfect. 


Fis Spring weil ene ae cana 


ALL LACQUERS Cremes will (Jransparents 


FINGER NAIL ENAMELS 
are manufactured in our 


own plant under expert 

own plant undereet LACQUERS, INC. 

skilled chemists. FINGER NAIL ENAMELS 
ENGLEWOOD, NE W JERSEY 


The Fate of 
Your Dentifrice 
May Depend Upon the Soap 


S in dentifrices—either tooth powder or tooth paste—has been shown to impart val- 








uable properties. Under these circumstances it is most important to keep the quality of the 
soap at a high standard. 


For the production of fine Neutral Powdered Soaps, the same grade and kind of raw materials is 
essential. Even this does not suffice. No matter how skilled or conscientious the soap maker 
may be, he must fail in the character of the product you need if careful chemical control does not 
eee production from the selection of raw materials to the final tests on the pulverized 
product. 


That is one of the secrets of success of POWCO BRAND:—Laboratory Control. 
Selection of refined edible oils by test and full production control, safeguard POWCO BRAND - 


Neutral Powdered Soaps against rancidity, hardness or discoloration. 


Send for samples and compare 


JOHN POWELL & CO., Inc. 
114 East 32nd Street, New York, N. Y. 
Tested Quince Seed @ Powdered Neutral Soaps @ Concentrated Shaving Cream Base 
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stitutes. Sulfonated esters, sulfonated 
ethers and sulfonated alcohols have exten- 
sive use in industry, but there are few data 
available as to their use as detergents for 
human skin. The detergent property of 
vegetable meals is not sufficiently appre- 
ciated. They mention oat meal flour, 
almond meal (sweet almond) and pow- 
dered bitter almond, powdered soap tree 
bark (quillaja), powdered orris root and to 
a lesser degree flaxseed meal. When these 
substances are used with water to cleanse 
the hands the result is relatively satis- 
factory. Arch. Derm. and Syph. vol. 41, p. 
331. 


DYSMENORRHEA 


Ainlay used a combination of three 
drugs for the palliative treatment of thirty- 
four cases of primary and four cases of 
organic or secondary dysmenorrhea. The 
ages of the patients ranged from 14 to 44 
years. The combination treatment con- 
sisted of 5 grains (0.3 Gm.) of acetylsali- 
cylic acid, 3 grains (0.2 Gm.) of aceto- 
phenetidin and three-fourths grain (0.05 
Gm.) of propadrine hydrochloride. The 
value of acetylsalicylic acid as an analgesic 
with little depression is well known. It is, 
however, ineffective for severe pain, and 
especially cramplike pain. Acetopheneti- 
din, while probably possessing more anal- 
gesic properties, is apparently much more 
depressing in its action and seems to be 
especially so during menstruation. Like 
acetylsalicylic acid it is not capable of re- 
lieving cramplike pains. Propadrine hy- 
drochloride increases the effectiveness of 
the other two ingredients but counteracts 
any tendency to depression afterward. It 
is believed but not proved entirely that 
propadrine hydrochloride is a marked anti- 
spasmodic and decongestant without side 
effects and with no possible chance for 
anuria or nausea. The patients were given 
three capsules of the combined drugs daily 
at the first onset of distress. This medica- 
tion was continued until the third day of 
the period. Pain after the third day is not 
relieved well by the preparation and should 
lead one to suspect some organic lesion. 
The capsules were given the first month, 
skipped the second month and repeated 
the third month in an attempt to cover the 
variation that may be expected in some 
women. The results showed that the com- 
bination of the three drugs is more effec- 
tive in the primary type of dysmenorrhea 
and also if taken immediately on the ap- 
pearance of symptoms. There is a marked 
effect within a few minutes after taking the 
capsule. All patients were either partially 
or completely relieved. The relief from 
physical and mental depression is often 
more gratifying to the patient than the 
relief from pain. The treatment does not 
depress the kidneys, nor does it influence 
the regularity or the amount of the men- 
strual flow. Amer. J. Obst. § Gyne., vol. 


39, p. 82. 
May ’40: 46, 5 


BURN TREATMENT 


Nagle reports the management of a 
major burn with an anesthetic bacterio- 
static topical dressing. The burn resulted 
from gasoline slopped over the leg. This 
leg -was severely burned and both hands 
were burned in the patient’s effort to put 
out the fire. The patient was seen four 
days later, at which time the examination 
revealed second and third degree burns of 
the entire circumference of the left leg 
from the ankle to the mid-thigh, blistering 
burns of the right hand and blistering and 
full thickness ‘“‘cooking”’ burns of the left 
palm and wrist. The burned area had been 
treated by various agents. The areas of 
full thickness destruction were beginning 
to devitalize and pus was apparent. Ade- 
quate dressing of the leg was impossible 
because of the patient’s refusal to tolerate 
pain. Annular gauze dressings saturated 
in an oil emulsion anesthetic preparation 
(Foille) and changed every four hours were 
instituted. The immediate response of the 
patient was gratifying. With each dress- 
ing, some of the free debris of the burn 
came away until only the devitalized but 
securely fixed skin required removal. At 
the time this anesthetic, bacteriostatic veg- 
etable oil emulsion was first applied, infec- 
tion was beginning. This was arrested in 
twenty-four hours. There was never an 
elevation of temperature. The patient was 
discharged in about ten weeks. Epitheli- 
zation progressed at a normal rate and the 
influence of this preparation on the growth 
and take of the cutaneous grafts was not 
unfavorable. The preparation contains 
0.14 per cent. of potassium iodide, 0.25 per 
cent. of calcium iodide, 0.02 per cent. of 
calcium thiosulfate, 0.39 per cent. of cal- 
cium soap, 0.2 per cent. of oxyquinoline 
base, 1.4 per cent. of ethyl alcohol by 
volume, 2.8 per cent. of phenol, 1.3 per 
cent. of ethyl aminobenzoate and 90.11 
per cent. of vegetable oil as a vehicle. 
Okla. State Med. Assn., J. vol. 33, p. 14. 


VITAMINS AND 
TONSILLECTOMY 


Baer observed a considerable number of 
cases of tonsillitis, during the past year, in 
which tonsillectomy was performed under 
local anesthesia. He states that inflamma- 
tion of the tonsils is frequently associated 
with vitamin B,; and C hypovitaminosis 
and with actual or latent rheumatism. He 
believes that local pain during the first 
twenty-four hours after tonsillectomy is 
due to the wound itself and to exposure of 
the nerve ends in the wound, whereas that 
which is present on the second day is due 
to B, and C hypovitaminosis, either alone 
or in association with rheumatism. The 
treatment of early local pain consists of 
administration of analgesics. The author 
was able to demonstrate a prompt favor- 
able action with vitamins B, and C in 
fifty patients in his group who were suffer- 
ing from local pain late in the postopera- 
tive period. He used two preparations, 
precise doses of which are not specified. 
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In all cases the treatment caused rapid 
regression of local pain, improvement of 
the general condition and acceleration of 
the local process of healing. Oto-Rino- 
Zaring, vol., 10 p. 65. 


ALUMINUM HYDROXIDE 
DOUCHE 


Savitz and his collaborators investigated 
the action of colloidal kaolin and aluminum 
hydroxide gel when used as a vaginal 
cleanser in the form of a douche. The 
patient is instructed to use 15 Gm. of an 
aluminum hydroxide-colloidal kaolin mix- 
ture in 8 ounces (240 cc.) of water. After 
douching, the patient may use a rinse of 
several quarts of warm water. If con- 
tinued action (mucus coagulating effect) 
is desired, the rinse may be applied several 
hours later. The douche may be repeated 
as often as is desired without any harmful 
effect. The px of the mixture is about 7. 
It supplies neither acid nor alkali to the 
vaginal tract. It is a neutral, mucus- 
coagulating, nontoxic, nonirritating sub- 
stance. If acidity is desired therapeuti- 
cally, it can be supplied by specific agents. 
Forty-three patients were given the douche 
chiefly for vaginal cleanliness, for leukorr- 
hea due to a nonspecific infection in 
twenty-one (infection due to organisms 
other than Neisseria gonorrheae, Tricho- 
monas vaginalis and Monilia albicans), for 
fourteen cases of leukorrhea due to mild 
cervicitis, for twelve due to Trichomonas 
vaginalis, for eleven due either to mod- 
erate or to marked endocervicitis, for 
eight due to either moderate or marked 
exocervicitis, for six cases of salpingitis and 
for five cases of leukorrhea due to Monilia 
albicans. The douche has proved a suc- 
cessful cleanser in all these conditions. In 
trichomonas and monilia cases with 
marked tenderness, prohibiting imme- 
diate treatment, the use of the douche 
eases the irritation, so that the proper 
therapeutic measures can be applied. In 
salpingitis the patient uses 2 ounces 
(60 Gm.) of the mixture to 2 quarts of hot 
water every other day for as long as is de- 
sired. All the patients showed improve- 
ment after the use of this cleansing douche. 
Toxic or untoward reactions have not been 


observed. Am. J. Obst., vol. 39, p. 329. 
NEW ANTIMALARIALS 


Substances analogous to plasmochin and 
atebrine were synthesized from lupinine 
and its derivatives. 6-Methoxy-8-lupinyl- 
aminoquinoline was synthesized from 
chlorolupinane and 6-methoxy-8-amino- 
quinoline, and 2-methoxy-6-chloro-9-lu- 
pinyl-aminocridine from aminolupinane 
and 2-methoxy 6, 9-dichloroacridine. Both 
compounds are powerful antimalarials of 
low toxicity. The natural lupinine of 
Anabasis aphylla L. can therefore ad- 
vantageously replace synthetic 2-amino-5- 
diethylaminopentane. J. L. Knouniants 
and Z. V. Benevolenskaia, J. Obchtch. Khim. 
vol. 7., p. 2930. 
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PURIFIED 
TITANIUM DIOXIDE 


Certified to contain not more than 
20 parts per million lead, and not 
more than 2 parts per million 
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PRICES: 
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Prompt Shipments F.O.B. New York 


R. F. REVSON COMPANY 


91 SEVENTH AVENUE NEW YORK, N. Y. 
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READELRN’ 


COLD CREAM: We have tried about 50 

different cold cream formulas without getting a 

satisfactory product. The trouble is that after a 

certain time water starts to separate, especially 

if we make pound jars which are mostly laid 

down on the store counters. The jormula used 

was white beeswax 7, paraffin 10, ceresin 3, 

white mineral oil 44, borax 1, water 34.5 and 

this was made very carefully. The very best in- 

gredients were bought, and still there is a separation of water. We 

tried to get rid of this trouble by using lanolin and absorption base in 

addition to this formula but without success. Our perfume certainly 

can not be the cause of the trouble. Could you offer us any suggestion 
what the trouble is? Vancouver. 

There are two immediate possibilities for the separation of 
water in your cream, namely, insufficient emulsifying agent, such 
as beeswax, and poor manufacturing procedure. Ordinarily, a 
cold cream formula does not separate water, and only occasion- 
ally in poorly formulated mixtures a little oil may separate on 
long standing. The most important factor in creams of this type 
is long and thorough stirring of the melted emulsion. However, 
your cream may be improved somewhat by increasing the bees- 
wax to 12 and decreasing the paraffin to 5. 


COLD CREAM: Will you kindly send me a formula for a rich 
cold cream? New Orleans. 

If you mean cream with good emollient value, then the formula 
described above can be used in conjunction with a suitable emol- 
lient. Thus replace 7 parts of mineral oil by an equivalent amount 
of deodorized cocoa butter, 2 parts of lanolin and one part of 
cetyl alcohol. 


PERMANENT WAVE SOLUTION: 
I wish to manufacture an oily permanent 
wave solution and to give the product the 
proper cloudiness I add a mizture of sul- 
fonated olive oil and oleic acid. Unfortu- 
nately, after three or four days the oil 
separates and floats to the surface of the 
mizture. I would like to eliminate this 
difficulty. Toronto. 

The sulfonated oil in your mixture is 
unnecessary since it contributes little if anything to the emulsion. 
We suggest using a mixture of 10 parts of oleic acid with one part 
of mineral oil and adding one ounce of this mixture to a gallon of 
permanent wave solution. This should give the milky whiteness 
you desire. In a few days there will be some separation at the sur- 
face of the liquid, but the operator can take care of this by shak- 
ing the bottle, since the emulsion separates without breaking. 


626 


The Drug and Cosmetic Industry 


BEVERAGE EXTRACTS: I am working on a line of non- 
alcoholic beverage extracts and have run into the problem of fermenta- 
tion. My mizture consists of six pounds of sugar to the gallon with 
the addition of one tenth of one per cent. of sodium benzoate. Would 
it help any to sterilize the containers? Jacksonville. 

Sterilization of the containers would be useful but the major 
improvement we suggest is the use not of sodium benzoate, but 
of the same amount of methyl parahydroxy benzoate. Available 
from Heyden. 


HAND LOTION: We are using the follow- 
ing formula for a hand lotion: 
Stearic acid 


Quince Seed 

Preservative 
The results were very heavy. I mized a great deal of water with it, 
which seemed to make it all right, but after standing, the next day, 
we found the water had separated and the lotion was very foamy. 
I would appreciate it very much if you could suggest what might be 
done to correct this, or perhaps you have another formula. New 
York City. 

The thickness of the resulting lotion is undoubtedly due to the 
excess amount of quince seed being used. Use about one per cent. 
of quince seed instead of the 3.5 per cent. specified in the formula 
and the lotion should be much thinner and sufficiently stable. 


VAGINAL JELLY: For several years we have been manufac- 
turing for the medical profession a vaginal jelly made with a traga- 
canth-glycerite of starch base. Unfortunately, our product has not 
always been stable for more than approximately one year’s time. 
We are desirous of checking our formula and method of manufacture 
for glycerite of starch against whatever information you have at hand. 
We would, therefore, be very appreciative of your giving us exact 
proportions of ingredients together with complete details of manu- 
facture, including such items as time and temperature covering the 
glycerite of starch part of our formula. Salt Lake City. 

You do not mention the way in which your jelly shows its in- 
stability, which might easily be due to bacterial action or possible 
interaction between the jelly and the tube. A few years ago there 
was a suggested improvement in the manufacture of starch- 
glycerite in the British literature, but we are unable to locate this 
information at present. We think your best bet would be to re- 
tain a consultant specializing in pharmaceutical problems. 
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ALLERGIC REACTIONS: We have been referred to you for 
information regarding possible allergic ingredients in face powder. 
A local physician has applied to us for information concerning the 
ingredients of....face powder, since he believes this powder to be 
responsible for atrophic rhinilis in one of his patients. Quebec. 

In present face powder mixtures, perfume may be responsible 
for allergic reactions, which nevertheless occur very seldom be- 
cause of the care used in selecting perfume and all other ingredi- 
ents. Starch may also be responsible for rhinitis, but we do not 
believe this to be present in the powder you mention. You will 
probably get the information you desire concerning the composi- 
tion of the powder, by having the physician write directly to the 
manufacturer. 


PHENYLMERCURIC NITRATE: What are the physical 
characteristics of phenylmercuric nitrate. I would like to use it in a 
solution, and would like to know what solvents can be used. Brooklyn. 

Phenylmercuric nitrate is a crystalline powder and is soluble in 
water. The solution sold is a 1:1500 solution, containing 0.067% 
of phenylmercuric nitrate (basic) and one-tenth per cent. boric 
acid. 

FACE POWDER: Can you suggest a face 
powder formula that would serve as a basis for 
experiment? Terre Haute. 

A light face powder can be made along the 
following lines: zinc oxide 18.0, talc 67.5, zinc 
stearate 6.0, magnesium carbonate 6.0, per- 
fume 1.0, color 1.5. These ingredients are 
screened separately into the mixing box and 
then screened again after mixing. 





FINGER WAVE LOTION: At this time we would greatly ap- 
preciate your sending us information or a formula for a fast drying 
finger waving lotion. This fast drying finger waving lotion should 
be as thin as water, and yet have the ability to hold the wave, and keep 
the hair soft. Chicago. 

This perfect finger wave lotion that you are looking for is being 
sought by all manufacturers and we are not at all sure that anyone 
has been able to make this product. We can only suggest that you 
use a standard mixture consisting of one per cent. of gum karaya 
in water containing about ten per cent. alcohol and from one to 
two per cent. of glycerin. 


LIQUID ROUGE: Can you give us information concerning the 
manufacture of a liquid rouge similar to products now on the market. 
We are especially interested in the dye and the solvent. Indianapolis. 

The solvent used in liquid rouges is usually alcohol and the dye 
is a suitable, non-toxic, alcohol-soluble red dye. A selection of 
suitable dyes is obtainable from your color supplier. 
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eg & COLOR RINSE: {For some time we have 
ss s * been running a number of tests on a hair color 

S, rinse, using certified coal tar colors in the 
c blends and proportion recommended by the man- 
ufacturer of the colors. The coloring takes very 
nicely on the hair but we have entirely too much 
discoloration on the scalp from the coloring and 
using various smaller amounts of coloring than recommended seems 
to give us the same results. The colors are mized with a base of 50% 
magnesium sulphate and 50% citrus acid and other proportions of 
these same substances, but always with discoloration of the scalp. 
Discoloration of this type has been eliminated, generally speaking, 
by a number of hair color rinse manufacturers. Apparently they use 
some other base other than citric acid and magnesium sulphate. 
Could you advise us as to what they might use, or have you any sug- 
gestions to make as to what we might experiment with that would 
eliminate this particular bad feature. St. Louis. 

The specific problem you have involves differential dyeing of 
two similar substances, hair and skin. Unfortunately, our ex- 
perience with dyes is not extensive and we can only refer you to 
your color supplier for more definite information. The proper 
approach might lie in the use of dyes which dye wool but not silk 


or vice versa. 





SOLID SHAMPOO SOAP: Do you have in your files a form- 
ula for a solid shampoo base such as sold to beauty parlors? It is a 
translucent jelly-like solid mass probably based on coconut oil. The 
soap content of the base is about 50%. The average beauty parlor 
dissolves this base in warm water to get a liquid shampoo. I would 
greatly appreciate a formula as soon as possible. Buffalo. 

A soap such as you have in mind can probably be made by 
heating together 40 parts of coconut oil with 12 parts of potas- 
sium hydroxide dissolved in 48 parts of water. Heating and stir- 
ring should be continued until the emulsification is complete and 
the mixture should then set to a jelly when cold. 


REDUCING CREAM: Kindly favor us with 
a formula for a reducing cream which can be 
marketed in accordance with new regulations. 
Brooklyn. 

We know of no cream in itself that has any 
reducing value or for which unqualified reduc- 
ing claims can be made. Massage is naturally 
the active factor in causing the desired reducing 
action. A suitable massage cream is formulated 
along regular cold cream lines. Melt together 
12 beeswax, 4 ceresin, 43 mineral oil. At the same time heat one 
part of borax and forty parts of water. Stir the two solutions to- 
gether thoroughly until cold. 
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A-A BRAND 
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The recognized aa 
standard, known for 
its high vitamin con- 
tents. Guaranteed 
the finest Norwegian 
non-freezing medic- 
inal cod liver oil. 


Write us for 
quotations 














BRODR. AARSAETHER *; 
AALESUND , NORWAY 





























P.R. DREYER Inc. 


Sole Representative in the United States 


119 WEST 19th STREET 
NEW YORK, N. Y. 


CHICAGO PHILADELPHIA 
BALTIMORE ST. LOUIS 
LOS ANGELES SAN FRANCISCO 
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CERTIFIED 
COSMETIC COLORS 


LIPSTICKS FACE POWDERS 
ROUGES COMPACTS LIP POMADES 
NAIL POLISHES 
also 
COSMETIC INORGANIC PIGMENTS 
COSMETIC TITANIUM DIOXIDE 
“‘Colors Designed to Meet Every Requirement’’ 


Samples and full particulars cheerfully submitted. 
Our laboratory is ready to assist in your problems. 
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FLEURAMINE 


AN EXTRAORDINARY BLEND 
OF FLOWER ODORS 


An enchanting fragrance reminiscent 
of old flower gardens. Here is the ideal 
blend to enhance the charm of your 
creams and to lift them out of the 
commonplace. 


Fleuramine is very adaptable for use 
in any type of toilet preparation. It 
was developed with the idea of sup- 
plying a popular non-irritating prod- 
uct for the mass markets and resulted 
in a product which also gains the 
ready approval of|the most fastidious. 


Price $10.00 per pound 
Trial ounce $1.00 




















Consult us regarding your Perfuming Problems 


ARTHUR E. BENNETT & CO., INC. 


109 W. HUBBARD STREET CHICAGO, ILL. 
IMPORTERS AND MANUFACTURERS OF ESSENTIAL OILS AND AROMATICS 
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* IMPORTED 
LANOLIN 


WE HAVE BEEN RECEIVING 
SHIPMENTS regularly of our 


Imported Lanolin. We are in a 





position to quote prices for either 


spot or future requirements. 


Complete stocks of all cosmetic raw materials 
maintained at all times so you can obtain the 
exact grade and quality for your every need. 


Write for latest stock list 


WALTER H. JELLY & CO. 


INCORPORATED 
412 N. Western Avenue Chicago, Illinois 





ABBOTT DRUGS 


AND CHEMICALS.... 


ANESTHETICS 
Procaine Hydrochloride . . . Procaine Base . . . 
Benzocaine . . . Procaine Borate 


ANALGESICS 

Cinchophen . . . Neocinchophen 

ANTISEPTICS 

Acriflavine . . . Calcium Mandelate . . . Mandelic Acid 
HYPNOTICS 

Barbital . . . Phenobarbital 


ALKALOIDS AND DRUG EXTRACTIVES 
Berberixe . . . Colchicine . . . Ephedrine 
. . - Hydrastine . . . Lobeline Sulfate .. . Podophyllin 


For Quotations Address: 
CHEMICAL SALES DEPARTMENT 


ABBOTT LABORATORIES, North Chicago, Ill. 
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BASIC MATERIALS 


for Drugs and Cosmetics 


One of the many essential services 
to the drug and cosmetic industries 
rendered by the House of McKesson 
) for more thana century is the import- 
ing and distributing of basic dru 
materials from all parts of the world. 
Improved, perfected and extended, 
this important service to the indus- 
try is now used by scores of manufacturers to help 
produce drug and cosmetic preparations which sat- 
isfy the exacting needs of millions of consumers. 
Inquiries welcomed. 


Agents and Distributors for: 
Solvay Sales Hawaiian Pineapple Co. 
Corporation Citric Acid 


Alkali-Chlorine Zi 
: insser & Co. 
Paradichlorobenzene Gallic Acid 


E. I. Du Pont de Teaik Aud 
Nemours, Inc. a 

Camphor, USP, XI Stauffer Chemical Co. 
Carus Chemical Co. gos Fag x2 


Benzoic Acid % 
Soda Benzoate British Cod Liver Oil 
Producers 


Brown Company 
Chloroform Cod Liver Oil 
Heavy Chemical Division 


MCKESSON & ROBBINS, Inc. 
155 E. 44th Street, New York, N. Y. 














H. KOHNSTAMM & COMPANY, INC. 


ESTABLISHED 1851 
First PRODUCERS OF Certified COLORS 
83-93 PARK PLACE, NEW YORK, N.Y 11-13 EAST ILLINOIS ST., CHICAGO, ILL 


ATLANTA CINCINNATI DETROIT NEW ORLEANS 
BALTIMORE CLEVELAND LOS ANGELES PHILADELPHIA 
BOSTON DALLAS MINNEAPOLIS ST. LOUIS 
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PURCHASING DEPARTMENT 


APRIL MOVEMENTS 





Up 





Balsam Copaiba Para 3c 
Balsam Tolu 10c 
Bergamot oil $1.50 
Birch oil, Southern 10c 
Sweet, Northern 50c 
Buckthorn bark 5c 
Camphor, Japanese 2c 
Cananga oil, Native 15c 
Rectified 15c 
Candelilla wax 34c 
Cantharides, Chinese 10c 


Carnauba wax No. 1 4c 
Chamomile, Roman 5c 
Cod liver oil $27.00 
Gentian root 2c 

Ipecac root, 10c 

Japan wax 1)4c 
Juniper berry oil 85c 
Lemon oil, Italian 10c 
Lemongrass oil 8c 








Manna, large 10c 
small 15c 

Orris root, Flor. 5c 

Verona 2c 

Pine needle oil 10c 

Pinus Pimulio oil 55c 

Senega root 5c 

Soap bark, crushed 10c 

cut 10c 
Vanilla Beans, Bourbon 25c 
Wormseed oil 5c 











Down 








Anise oil, USP 2c 

Apricot kernel oil 2c 
Arabic sorts lc 

Bay oil 10c 

Benzoin gum, Sumatra 3c 
Bois de Rose, Brazilian 5c 
Buchu leaves 2c 

Cade oil 3c 

Cajuput oil 1c 

Caraway oil 15c 

Cassia oil, Redist. 10c 
Cedar leaf oil 5c 

Clove oil 5c 

Cumin seed, Morocco Ic 
Elder flowers 2c 
Formaldehyde 4c 

Ginger oil 25c 








Golden seal root 20c 
Grape fruit oil 20c 
Henbane leaves 10c 
Henna leaves 2c 
Horehound herb 3c 
Kamala 5c 

Lavender Spike oil 40c 
Licorice root 4c 

Lime oil, dist. 50c 
Mace oil, dist. 5c 
Mandarin oil $1.00 
Mullein flowers 15c 
Myrrh gum 5c 
Nutmeg oil 5c 
Origanum oil 60c 
Papain pure powd. 5c 





Pennyroyal oil 45c 








Peppermint oil, Nat. 5c 
Redist. 5c 

Petit grain oil S. A. 10c 

Poppy flowers 10c 

Rosemary oil 8c 

Saffron Valencia $1.00 

Sarsaparilla root, Hond. 10c 
Mexican Ic 

Sassafras oil 5c 

Spermaceti lc 

Stearic acid TP 4c 

Styrax Genuine USP 15c 

Tansy oil 60c 

Thyme oil, red NF 5c 

white 15c 
Valerian root 13c 











25 Cosmetic Raw Materials—Unweighted Price Index. 1926100. 
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The cosmetic raw materials index was 
slightly higher, increasing from 84.8 to 
85.6. Balsam copaiba increased 3 cents to 
33 cents; balsam tolu rose 10 cents to 
$1.20; candelilla wax increased from 1734 
to 181% cents a pound; Japan wax rose 
1% cents to 17 cents; spermaceti was one 
cent lower at 22 cents. 






Botanicals prices averaged somewhat 
lower, the index declining from 144.9 to 
134.0 for May, 1940. Balsam Tolu rose 
from $1.10 to $1.20; buchu declined from 
72 to 70 cents; gentian increased from 12 
to 14 cents; ipecac was 10 cents higher at 
$1.35; licorice dropped to 20 cents; orris 
root increased from 11 to 16 cents. The 
large consuming season for this group of 
raw materials was drawing to a close with 
the result that the market turned de- 
cidedly dull. 
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The essential oils index rose from 68.1 
to 70.0 for May. Anise oil declined from 
75 to 73 cents; bergamot increased from 
$5.00 to $6.50; bois de rose declined from 
$1.65 to $1.60; cananga was 15 cents 
higher at $1.75; cassia lost 10 cents to be 
quoted at $1.25; clove oil declined from 
$1.25 to $1.20; lemon oil rose 10 cents to 
$3.85; peppermint oil increased from 
$2.60 to $2.70. 


The medicinal chemicals index, because 
of the extreme jump in cod liver oil prices, 
rose from 82.4 to 92.2 for March, 1940. 
Cod liver oil increased from $33.00 to 
$60.00 a barrel, although this new high 
level price is purely nominal in view of the 
fact that import factors here are unwilling 
to offer at any price until the situation is 
clarified. Mercury metal declined from 
$183.00 to $171.00 a flask. 
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The 50 commodity index jumped from 84.8 in April to 89.7 for May, 
1940. Of momentous importance was the sudden decision of Great Britain 
to withdraw all British shipping from the Mediterranean. This will even- 
tually have a direct influence on prices of commodities which customarily 
reached reshipment ports by way of the Mediterranean. Raw materials 
from both the Near and Far East will now be subject to long hauls around 
the Cape of Good Hope, which will add to both the time element and 
freight costs. The higher prices for all raw materials from Italy also led to 
speculation regarding the possibility that Italy might be preparing for 
more direct participation in the European war. 
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Established 1910 


ISKING 


IMPORTERS AND EXPORTERS 


DRUGS, CHEMICALS, OILS, RAW MATERIALS, Etc. 


CAMPHOR U.S.P. Domestic, Japanese 
MENTHOL CRYSTALS U.S. P. 
FINE CHEMICALS 


GUMS, Arabic, Olibanum, 
Shellac, Tragacanth 


Santonine Naphthalene Spermaceti 
Alkaloids Cocoa Butter 


CHAS. L. HUISKING & CO., INC. 


155 Varick Street New York, N. Y. 
Chicago Branch: 561 E. Illinois Street 


GELLOID 


(Pure Calcium Carragheen Sulfate) 


Emulsifier: 
Gelloid M.O. for mineral oil emulsions with 
or without Agar. Regular Gelloid for veg- 
etable oil emulsions 


Binder: 
In tablet making. 


Moisture Retention: 
Unexcelled for paste dentifrices. 


Quick Dry Preparations: 
Very compatible with alcohol. 


JACQUES WOLF & CO. 


Manufacturing Chemists and Importers, PASSAIC, N. J. 
WAREHOUSES: Providence, R. I., Philadelphia, 
Pa., Utica, N. Y., Chicago, Ill., Greenville, S. C., 
Chattanooga, Tenn. Midwestern Distributor: 
Bradley F. Marthens, Milwaukee, Wisc. 











$5 B. CHS 


Sali 


MINERALS, CLAYS, COLORS 


TALC 
HEADQUARTERS 


We are direct importers and mill agents 
and have a grade for every purpose. 


AIR FLOATED e@ PROCESSED e MICRONIZED 


ITALIAN TALC 
FRENCH TALC 
MANCHURIAN TALC 
CANADIAN TALC 
DOMESTIC TALC 


Write for prices and samples whether you buy 
a bag or a carload. 


CHARLES B. CHRYSTAL CO., INC. 


15 PARK PLACE, NEW YORK — JERSEY CITY, N. J. 

















CAMPHOR 
MENTHOL 
SPERMACETI WAX 
TALC 
Fine Chemicals 


Gums Oils 


REPRESENTATIVES OF 


A/S JOHAN C. MARTENS & C0. 


BERGEN, NORWAY 


FINEST MEDICINAL COD LIVER OIL 
GUARANTEED U.S.P. 


H. H. ROSENTHAL CO., Inc. 


PATS OF; tol MPAiT do ie be NEW YORK, N. Y. 


Tel. AShland 4-7500 
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COD LIVER OIL 


The invasion of Scandinavia occurred at 
the moment when American stocks of cod 
liver oil are at their seasonal low and Nor- 
wegian stocks at their seasonal high. Un- 
certainty regarding future supplies caused 
importers here to withdraw quotations 
until such time as the rather complicated 
situation in the vitamin bearing fish oi!s 
shows some indications of clarity. 

At least 70 per cent. of United States 
consumption of cod liver oil of medicinal 
grade has been supplied from Norway, 
Germany and England. All these sources 
are now definitely cut off. Practically all 
the cod liver oil output of Canada, New- 
foundland, and Labrador has been taken 
by England. France is taking the produc- 
tion of its Atlantic possessions Miquelon 
and St. Pierre. Iceland and Japan have 
been supplying about 30 per cent. of 
United States imports during the past few 
years. These sources are apparently still 
available. 

Domestic production of cod liver oil is 
very small, not being over 5 per cent. of 
annual consumption. While large quanti- 
ties of cod fish are caught here the return 
from cod liver oil production has been so 
small that the industry never did get well 
started. It is thought, however, that 
higher prices would materially increase 
domestic production. 

Another source of supply would be from 
off grade cod liver oil now being used in 
poultry feed. This might be purified to 
meet medicinal standards. Vitamin con- 
centrates could also be prepared to take 
the place of cod liver oil but, of course, 
such products could not be sold as cod 
liver oil. 

Other vitamin fish-liver oils could be 
exploited, but it is doubted that any of 
these would prove a satisfactory substitute 
for cod liver oil. Shark-liver oil is being 
produced in both Florida and California in 
considerable quantities. This oil is high 
in vitamin A but must be fortified with 
other fish liver oils to bring up the vitamin 
D content. Various factors make it un- 
likely that other vitamin bearing fish oils 
can be utilized at short notice, the eco- 
nomics involved being the principal factor. 

Imports of cod liver oil from all sources 
jumped sharply with the outbreak of war 
in Europe, but after a few months again 
declined so that the total received for 1939 
was only slightly above normal. Stocks 
now available in this country are con- 
sidered as average for this time of year. 

Imports of all grades of cod liver oils in 
1939 amounted to 6,670,274 gallons. This 
compared with 5,218,537 gallons in 1938 
and 5,915,964 gallons in 1937. 

The Department of Commerce has just 
issued a release on the cod liver oil situa- 
tion which we quote verbatum herewith: 

In recent years, and prior to the out- 
break of hostilities in Europe, a number of 
countries now actively at war had de- 
veloped large and growing cod liver oil in- 
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dustries, and all of them were exporting 
large quantities to the United States. In 
Norway the industry is of long standing 
and highly developed. In Germany and 
the United Kingdom cod liver oil has been 
produced in limited quantities for decades 
but it has only been in recent years that 
production in either country has reached 
the point where large surpluses were avail- 
able for export. 

Estimates from British sources placed 
the world output of all grades of cod liver 
oil at around 35,000 long tons in 1938; 
divided by countries as follows: United 
Kingdom 16,000, Norway 8,000, Ger- 
many 8,000, Iceland 2,000, and Newfound- 
land 1,000. This estimate did not take 
into account production in Japan, and 
several other countries, including the 
United States and Canada which are 
known to produce certain quantities of cod 
liver oils. The estimate for Iceland is too 
low. That country exported close to 5,000 
metric tons of oil during 1938. Production 
in Japan is not known, but it is significant 
that the United States has been importing 
substantial quantities of cod liver oils from 
that country during recent years. The 
Canadian output is insufficient for its own 
requirements but steps are being taken 
which promise to make the country self- 
sufficient. Despite its relatively large cod 
fishing interests, the United States pro- 
duces only insignificant quantities of cod 
liver oil. In recent years the output has 
ranged from 200,000 to 300,000 gallons of 
all grades per annum. 

Based upon the British estimates cited 
above, it would appear that the United 
States is the world’s largest consumer of 
cod liver oil, taking annually from 50 to 60 
per cent. of the world output. 


United Kingdom are now closed to the 
American market. In 1939 these three 
countries supplied more than 65 per cent. 
of our requirements. Sources outside the 
war zone, including Iceland, Japan, Can- 
ada, and Newfoundland are still open to 
the American market. As this is written 
late reports indicate that the United King- 
dom is taking all offerings of Newfound- 
land cod liver oil and as a result there will 
be no carry over from the current season. 
Canada has made exports subject to 
license. 

At present price levels, it is believed 
that every effort will be made in countries 
outside the war zone to increase produc- 
tion. Substitutes in the form of other 
vitamin-bearing fish oils will no doubt be 
used in increasing quantities, as well as 
vitamins of synthetic origin. 

The oil produced in Iceland consists 
largely of medicinal grades of high po- 
tency, and most of the total in recent 
years has been going to the United States. 
Production has been increasing steadily 
during recent years, judging by exports, 
and in 1939 is believed to have established 
an all-time record. Exports during 1939 
aggregated 6,577,000 kilograms (1,928,000 
gallons) against 4,895,000 during the pre- 
ceding year; 4,585,500 in 1937; 4,685,000 
in 1936; 4,828,000 in 1935; and 4,399,000 
in 1934. 

Details are not yet available showing 
the countries which took cod liver oil from 
Iceland last year, but judging from our 
own import returns, it appears that 90 per 
cent. of the total went to the United 
States. 

Iceland is now in the midst of its most 
active cod fishing season. Approximately 
75 per cent. of the total cod fish catch is 
taken from February to May, inclusive. 
The rest of the catch is spread evenly 
throughout the remaining months. 


IMPORTS OF amine > 7 Moos INTO UNITED STATES 
(In ga 


1987 | 
27,792 
55,481 

131,085 


Country of Origin 


Norway 
United Kingdom 
nada 


1938 
51,456 
400 


930,154 
1,275,417 
1,547,245 

630,946 
72,310 154,695 
89,480 216,790 


760 
212,029 411,434 


1936 


139,366 
11,750 





4,607,093 


It will be noted from the foregoing table 
that more than 70 per cent. of the cod 
liver oil imported into the United States 
last year originated in countries now 
actively at war. Another 25 per cent. 
came from Iceland. It will also be noted 
that our normal annual requirement, 
based on the amount imported during 
recent ‘years, is between 5,000,000 and 6,- 
000,000 gallons. ee 

Generally speaking, the world outlook 
with regard to cod liver oil is uncertain. 
Sources in Germany, Norway, and the 
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5,789,574 5,915,964 5,218,537 6,670,274 

It is now known what effect the exten- 
sion of war to Norway will have on fishing 
during the last two months of the active 
season. Itis believed, however, that it may 
act as a stimulus. 

Generally speaking, Canadian fishermen 
have not been equipped to handle fresh 
livers and for years large quantities have 
been discarded. As a result, production of 
cod liver oil in that country has been con- 
fined mainly to Halifax, Lockeport and 
Digby. The Province of Nova Scotia has 
produced a fair quantity of sun-rendered 
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oils for technical purposes but the quality 
has not been uniform and prices received 
have been low. 

According to estimates, Canada has a 
potential annual capacity for producing 
350,000 gallons of cod liver oils and 150,- 
000 gallons of other fish liver oils from 
pollock, hake, cusk and haddock. During 
recent years, the total output of cod liver 
oils of all grades in Canada has been in the 
neighborhood of 180,000 gallons per 
annum, against a national annual con- 
sumption of 300,000 to 350,000 gallons per 
annum. In the past Canada has imported 
considerable quantities of cod liver oils 
from the United States and countries of 
Europe. 

Production of cod liver oil in Newfound- 
land may be considerably expanded. Dur- 
ing the last fishing season, production 
aggregated 300,000 gallons, and at least 
one large producer believes that the output 
during the coming season will be stepped 
up to from 600,000 to 700,000 gallons. 
Another believes that the output of 
medicinal grades alone may reach 500,000 
gallons. 

The potentiality of Japan for producing 
cod liver oil is not known. In the past, 
considerable quantities have been ex- 
ported to the United Kingdom and the 
United States, and it is believed that the 
industry is capable of considerable expan- 
sion. Japan has the world’s largest fishing 
fleet, and its activities are world wide. It 
is reasonable to assume that, at present 
price levels, every effort will be made to 
increase the output of cod liver oil, and 
since it already has a surplus available for 
export, it may be looked upon as an im- 
portant source for the product. 

Japanese export returns are so arranged 
that it is not possible to determine just 
how much cod liver oil has been exported 
from the country during recent years. It 
appears, however, that approximately 35 
per cent. of the total has been going to the 
United States and that Germany and Nor- 
way have been taking the bulk of the re- 
mainder. At least a part of the amount 
exported from Japan to Germany and 
Norway has no doubt eventually found its 
way into the American market. 

Fish liver industries, other than cod, 
have been developed on both American 
coasts. The East Coast development cent- 
ers around Florida, and that on the West 
Coast around California. Beginnings have 
been made elsewhere. The output of these 
developments is not known, but in spite of 
the apparent lack of organization in certain 
areas rapid progress has been made. The 
fish liver oils which have been produced 
have been used largely in the manufacture 
of feedstuffs for animals, but the industry 
is believed to be capable of producing 
medicinal grades. 
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UNITED STATES IMPORTS OF FROZEN as poe FISH LIVERS 


Origin 


Pounds 
44 
79,576 
26,080 
432 
754,341 
18,171 


296 
1,594,942 
80 


Norway 
United Kingdom. . 
Yugoslavia 


Mexico 
Newfoundland and Labrador.. 


Philippine Islands 

Costa R 

Argentina 

British West Indies.......... 


ee 
9,906 174,714 
556 970 

216 
223,655 
727 


86 320,638 
185,979 


Dollars 
* 2,114 


1939 
Pounds 
10,393 


Dollars 
61,206 
384 


Pounds 


291,494 664,279 
1,580 175,554 
21,250 5,907 
281,882 5,320,975 
7,442 

‘0 


257,402 
11,266 


1,634 
1,433,967 


1,936,679 
623 


2,465,835 


5,305 
826 


159 
102 32 

198 

1,146 

2,112 

19,868 

3 


33,032 
1,765 
330 
160 


79 
2,000 





2,473,962 


The chief handicap of the industry is the 
lack of equipment and technical skill. 

In addition to livers being produced in 
the United States, large quantities are be- 
ing imported, mainly from Japan. While 
this trade is relatively new, it is already 
assuming importance as may be noted 
from the tabulation above. 


MENTHOL 


The market for menthol was uneventful 
during the current trading period. Seasonal 
lull intensified the dullness which has 
characterized this item for several months. 
However, this condition on spot had ab- 
solutely no effect on the import cost of 
natural Japanese goods. The primary 
market price continued to be $1.00 per 
pound higher than the spot market, a con- 
dition which is no longer a novelty. On 
spot Japanese goods were offered at the 
previously prevailing price range of from 
$3.50 to $3.60 per pound. Menthol of 
Chinese origin sold on spot at from $2.75 
to $2.80 per pound, a price level which 
just equaled the cost to import. 

In the past two years, China has become 
increasingly important as a supplier of our 
natural menthol requirements, and in 
January of the current year took the lead 
over Japan, which prior to 1938 had a 
virtual monopoly of this trade. Total im- 
ports during January, 1940, aggregated 
72,960 pounds, with China accounting for 
45,240 pounds, or almost 65 per cent. of 
the total, the remainder coming from 
Japan. 

In 1937 only 13 pounds of natural men- 
thol imports originated in China, the year 
following the total increased to 20,100 
pounds and in 1939 it increased to 83,760 
pounds. Receipts from Japan during these 
periods aggregated 417,180; 365,920 and 
270,908 pounds respectively. Natural 
menthol coming from China originates in 
the lower Yangtze Valley. 
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$421,141 


4,931,590 $658,057 6,253,873 $1,717,943 


BERGAMOT OIL 


Another sharp advance featured the 
spot market for oil of bergamot. The cur- 
rent price range of from $6.50 to $7.00 per 
pound represents the high point for this 
item during the past twelve years. 

Reports from Italy indicate that pro- 
duction from the crop just collected will 
not exceed 60 per cent. of normal. This 
condition is evident by the lack of firm 
offers from the primary market. Some 
factors here are of the opinion that specu- 
lation in Italian quarters is partly respon- 
sible for the high prices now prevailing in 
bergamot oil. This oil is under strict con- 
trol of a Consortium in Italy which, since 
its inception, has governed the export 
price and through whose influence the 
market has advanced materially. 

There are other indications that many 
Italian drug and cosmetic raw materials 
are turning definitely to the strong side. 
This is shown in the advancing market for 
Italian lemon oil, orange oil, manna, orris 
root, tartrates, mercury, olive oil, etc. A 
logical conclusion to be drawn from this 
trend in Italian raw materials is the inten- 
tion to conserve raw materials in view of 
troubled conditions in Europe and the 
possibility that Italy may find it increas- 
ingly difficult to maintain a neutral posi- 
tion. This same tendency to increase the 
price of Italian export commodities was 
noticed just prior to the Italian expedition 
to Ethiopia. 

Importers here expressed the opinion 
that the present trend in bergamot oil is 
not likely to do the market for this prod- 
uct much good. Bergamot oil is not used 
as extensively as in years past. Substitutes 
and synthetics have replaced it to some 
extent. A further drift in that direction is 
inevitable should a stringent policy regard- 
ing exports prevail for any length of time. 
This has happened in other items and in 
each case the loss of the market has been 


permanent. 
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PEPPERMINT OIL 


The spot market for domestic pepper- 
mint oil was slightly lower during the cur- 
rent trading period. Natural oil is now 
being offered at from $2.70 to $2.95 per 
pound and redistilled at from $2.95 to 
$3.25. 

Imports of peppermint oil, practically 
all of it coming from Soviet Union aggre- 
gated 22,216 pounds valued at $36,752 in 
January of this year. 

While the United States is one of the 
world’s largest producers and exporters of 
peppermint oil, Soviet Russian oil is now 
being imported in substantial quantities. 
The first shipment of Russian peppermint 
oil to the United States is believed to have 
arrived in December 1938, and consisted 
of 4,500 pounds. In 1939 receipts from 
that country aggregated 49,000 pounds 
valued at $71,000. 


SENNA 


A very firm market prevails for spot 
senna. The outlook for the next Indian 
crop is very poor, and the demand for last 
season’s crop was so considerable that 
stocks in the primary market are very low. 
The spot position of Alexandrian senna 
leaves and pods is also quite firm. 

The report on the senna crop for 1938- 
1939 in the Madras Province states that 
the demand from Europe and from the 
United States has been very good and 
practically all the stocks held are now sold 
out. No senna pods are now available for 
shipment from the primary market. The 
outlook for the next crop is very poor. 
There were rains only during November, 
while the December and the middle 
January rains failed altogether. The coun- 
try already looks unusually dry and the 
crops are suffering from drought. 

In the Satur circle fields were sown dur- 
ing November/December, but as senna is 
now suffering badly from want of moisture, 
the yield will probably fall much below 
normal. In the Tinnevelly area no sowing 
has been possible because of the lack of 
rain and unless the drought breaks soon 
conditions throughout this area will be 
very adverse. 


LAVENDER OIL 


The position of lavender oil is such that 
consumers will be well advised to watch 
the market carefully. This oil is now ob- 
tainable only in small quantities and at 
steadily advancing values. The new crop 
is still months away and reports indicate 
that stocks in the primary market are 
about reaching the zero point. 

It is also anticipated that shortage of 
labor in the principal producing countries 
will have a material effect on the size of 
the next crop. It is not, therefore, too soon 
to consider various substitutes and syn- 
thetics which can be used in the event pre- 
dictions regarding lavender oil are def- 
initely confirmed. 

Adequate supplies of spike lavender are 
being offered in Spain at favorable prices. 
This oil can be used in conjunction with 
other oils to produce a good lavender note. 

Although the production of lavender in 
commercial quantities has, in the past, 
been confined practically to the shores of 
the western Mediterranean, to northern 
Spain, northern Italy, and France, which 
is the real home of the lavender industry, 
it might be interesting to note that efforts 
are successfully being made to cultivate 
lavender in other areas. 

For climatic reasons, northern Tas- 
mania, was selected by a group interested 
in producing the pure Officinalis species. 
Work was first started in the winter of 
1922, the first small harvest being gathered 
in 1925. Test results for quality were satis- 
factory showing that characteristics and 
perfume of the oil were equal to those of 
the best French perfumery lavender. 

Steady development has been made ever 
since. At the present time there are over 
60 acres planted with lavender at Bride- 
stowe, a further 12 acres are about to be 
planted, and 60 more acres are in all stages 
of preparation. There will thus be a total 
of over 130 acres of lavender in full bearing 
in a very few years, a tremendous develop- 
ment from the half acre planted in 1924. 

Although Bridestowe lavender oil has 
been competing successfully on world mar- 
kets for some time, the production is still 
very small in a commercial sense. 


ERGOT 


Small stocks of ergot in all markets indi- 
cate a continued firm to strong price posi- 
tion for this item. On spot the price range 
was from $3.75 to $3.80 per pound. 

Imports of ergot during 1939 touched 
the lowest level recorded during the past 
two decades and were more than 60 per 
cent. below the average for the past two 
decades. Receipts during the year origi- 
nated as follows: Portugal, 66,302 pounds; 
Poland and Danzig, 11,412; United King- 
dom, 6,720; Hungary, 4,925; Spain, 3,240; 
Germany, 3,563; and Rumania, 1,008 
pounds. At least a part of the amount 
shown as coming from Portugal is believed 
to have originated in Spain. 

Imports and value of ergot into the 
United States during the past ten years 


are listed in the table below: 
IMPORTS OF ERGOT INTO THE UNITED 
STATES 

Year Pounds Value Year Pounds Value 
1930 291,000 $137,000 1935 252,000 $184,000 
1931 287,000 99,000 1936 238,000 269,000 
1932 -198,000 67,000 1937 241,000 306,000 
1933 331,000 65,000 1938 144,761 177,702 
1934 209,000 64,000 1939 97,770 147,999 


AGAR AGAR 


From $1.45 to $1.50 per pound for agar 
agar continued to be asked in the spot mar- 
ket. The new production came on the 
market only a few months ago although 
this failed to soften the price position 
taken by Japanese sources. 

Imports of agar agar declined sharply in 
1939, due in large part to increased prices 
at points of origin, particularly following 
the outbreak of hostilities in Europe. Japan 
is the only country which produces agar 
agar for export. Two small plants are now 
producing agar in the Netherlands Indies, 
but their combined output is at present in- 
sufficient for local requirements. Agar 
agar is also being produced on the West 
Coast of the United States, but as yet the 
output is small. Plants are under way, 
however, to substantially increase produc- 
tion in the United States. 

IMPORTS OF AGAR-AGAR INTO UNITED 
STATES 


(Figures in thousands: 000 omitted) 


Year ‘ounds Value ear Pounds Value 
1930 399 1935 451 $162 
1931 501 325 1936 625 275 
1932 480 185 1937 704 418 
1933 641 161 1938 589 333 
1934 465 156 1939 497 378 
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NEW ENGLAND REP. 
G. H. BUNTON 
CAMBRIDGE, MASS. 
Lt 


PHILADELPHIA REP 
R. PELTZ & CO. 
36 KENILWORTH ST., 
TEL: LOMBARD 6359 


: INCORPORATED 
e 82 WALL ST. NEW YORK,NY. Hanover 2-3750 


Announcing 
—A new Catalog. 


Write for your 
copy today. 





REFINED GLYCERINE 


ALL GRADES 
CHEMICALLY PURE U.S.P.—CHEMICALLY PURE B.P. 
YELLOW DISTILLED—DYNAMITE 

HIGH GRAVITY 

Refineries Located at 
BROOKLYN, N. Y. JERSEY CITY,N. J. 
JEFFERSONVILLE, IND. BERKELEY, CALIF. 

KANSAS CITY, KANS. 


COLGATE -PALMOLIVE-PEET CO. 


GLYCERINE DEPT. @ 105 HUDSON STREET 
JERSEY CITY, NEW JERSEY 




















Founded 1854 


FEZANDIE & SPERRLE, Inc. 
205 Fulton Street, New York City 
HIGHEST STANDARD 


Colors and Dyes for Cosmetics, such as 
LIPSTICKS PERFUMES 
ROUGES LOTIONS 
FACE POWDERS SHAMPOOS 
MASCARA CREAMS 
SOAPS Etc. 

. 
Your inquiries are invited 














We can contribute years of 


successful experience to 
\ your cosmetic manufacturing 


problem. Inquiries invited. 


. | 


dresden cosmetic co., inc. 
122 WEST 26 ST. e NEW YORK 
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E SUPPOSITORIES fe. 
F STYPTIC PENCILS — foP7AUGE 

er COMPACT POWDER 
ee Waits jor 


} A. CAVALLA, inc. 163 w. 181 ST. NEW YORK 

















FILTER MEDIA 


AT ATTRACTIVE PRICES 


A Filter medium for every 
need in the drug and cos- 
metic industry is carri 

in FILCO’S large Chicago 
stocks. Asbestos pads, 
wool felt, cloth, paper, 
filter aids, etc. Quality is 
high, prices attractive, 
service speedy. The Filter 
Paper Co., 53 East 24th 
St., Chicago, Illinois. 


FILCO 


TESTING SAMPLES 
SENT FREE! 








May ’40: 46, 5 





CETYL ALCOHOL 


For Cosmetics 


STEARYL ALCOHOL 


Wholesale Only 


MICHEL EXPORT COMPANY, Inc. 


90 Broad Street New York 








A SAFE AND MILD 


ANTISPASMODIC 
and 
SEDATIVE 


SODIUM BENZYL SUCCINATE 


Literature on request 


SEYDEL CHEMICAL CO. 


JERSEY CITY, N. J. 











LET US SOLVE YOUR 


COLO $e PROBLEMS 


NEW D & C---EXTERNAL D & C 
COLORS FOR 








Perfumes, Soaps, Shampoos, Creams, Lotions, Bath 
Salts, Toilet Preparation Compounds, Cosmetics, etc. 


Eastern Representative of Wm. J. Stange Co., Chicago, Ill. 
CERTIFIED PURE FOOD COLOR (F D & C COLORS) 


LEEBEN CHEMICAL Co., Inc. 
Successors to H. LIEBER & CO., Inc. 
389 Washington St., New York, Tel.: WAlker 5-0210, 0211 









































MYSORE GOVERNMENT 


Sandalwood 
Onl -- 


Distilled from 
Santalum Album 


INSIST ON ORIGINAL 
CANS AND CASES 


Sole Agents for the United States 


In Canada: Sole Agents 
W. J. BUSH & CO. (Canada) Ltd. Montreal 


W. J. BUSH & CO. 


(Incorporated) 
Montreal | | | 














Essential Oils 
New York 
National City, Calif. 








SHEET METAL GOODS fe 
SPRINKLER TOPS 
CORK TOPS DOSE CAPS 


ONSOLIDATED 


FRUIT JAR COMPANY 
NEW BRUNSWICK, N. J. 











* YOU ELIMINATE ANY ELEMENT ® 
OF CHANCE WHEN YOU USE 


T. L. BEESWAX 


PURE WHITE e EXTRA QUALITY 
U.S. P. and 100% PURE 


Our Refined Yellow Beeswax, Ceresine, Carnauba, Japan 
Wax and Candelilla Waxes also meet every quality standard. 


THEODOR LEONHARD WAX CO., Inc 


HALEDON, PATERSON, aN J. 
Long Distance “Telephone 
Over 85 years of continuous business in the pony nay Established 1852. 


* Mid-Western Distributor: A. C. Drury & Co., Ine., 7 
219 E. North Water St, Chicago, Ill 
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CERTIFIED 
COSMETIC COLORS 


gw We are now ready to match your color shades 
with colors about to be certified under the new 
cosmetic law. 


We will be glad to serve you. 


INTERSTATE COLOR CO., INC. 


7 Beekman Street New York City 
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Professional 


Service 








Philip B. Hawk, Ph.D. Bernard L. Oser, Ph.D. 
President Direetor 


FOOD RESEARCH 
LABORATORIES, Inc. 


RESEARCH — ANALYSES 
CONSULTATION 


Specialists in Vitamins 
Waite ror “Scrence aT Your SERVICE” 


suman 
uw 


Members Assn. 
Consulting Chem. 
and Chem. Eng. 








THE 
COLUMBUS LABORATORIES 


Analytical and Consulting Chemists 
Bacteriologists 


We have been solving problems pertaining to 
foods, drugs and cosmetics since 1893. 


33 N. STATE ST. CHICAGO, ILL. 











REPAIR AND 
MAINTENANCE 
of Labeling, Filling, Grinding, 
Mixing and all similar machinery 
SYDROY MACHINE Co. 


140 West 42nd St., New York, N. Y. 
Telephone Wisconsin 7-1220 











LAWALL & HARRISSON 
Charles H. LaWall, 1871-1937 Jos. W. E. Harrisson 
Analytical and Consulting Chemists 
Pharmaceutical and Chemical Research 
Process and Formula Development 
Food, Drug and Water Aanlyoes 


Legal Testimony 
214 South 12th Street Philadelphia, Pa. 











H. A. Szn, Ph. D. E. B, Port, Ph. C., B. Sc. 


SEIL, PUTT & RUSBY, Inc. 


Analytical and Consulting Chemists 
Formerly Experts for U. S. Dept. of Agriculture 


Analyses Made Formulas Developed 
Research Investigations Conducted 


Specialists in the Analysis of 
Essential Oils 

— Preparations 

Proprietary Mabicines Special Formulas 


Pyrethrum, Rotenone and other 
Organic Insecticides 








Lab’s: 16 East 34th St. New York, N. Y. 
Telephone: AShland 4-4343 














Classified 


Machinery Wanted 








WANTED FOR USER: 2 Dry Powder Mixers; 2 
Pony ee 2 =. Machines; 1 Filter; 3 
Kettles; 2 hines. iat 158, DRUG 
AND COSMET! INDUSTRY 





Machinery for Sale 





Dry Mixers and Sifters, lab. size to 600 Ibs.; Abbe 
Pebble Mills, lab. size to 50 gal.; Jacketed oie. 
copper and aluminum, 25 to 100 gals.; Stokes 
No. 5 Water Still, 100 gallons per hour capacity 

Labelers, World, National, Standard, Knapp pnd 
Ermold; Label Gummers, Alsop and Pitdevin; Col- 
loid Mills, large and small, stainless steel; Mills, 
Roller, Ointment and Dry; Powder Fillers, Stokes 
and Smith, Day, Rogers, etc.; Bottle Fillers, 
vacuum, gravity, Alsop and Ertel; Filters and 
Filter Presses, Alsop, Ertel and Shriver. Also mis- 
cellaneous equipment. Your surplus machinery has 
a trade-in value against a piece of machinery you 
need. We pay cash for surplus machinery. Amer- 
a Apparatus Co., 59 East 4th St., New 

ork, 





— lete line of rebuilt, guaranteed machinery. See 
tailed announcement on Page 610 of Consolidated 
} es oe Co., 20-21 Park Row, New York City. 





PATENT YOUR IDEAS 








WASHINGTON SERVICE 


H. C. HALLAM 


20 Years Experience in Government Procedure 
Personal Attention Given to 


Food & Drugs Alcohol Cosmetics 
Trade-Marks Prints Labels Copyrights 
Internal Revenue Federal Trade Commission 
Correspondence Invited 
Second National Bank Bldg. Washington, D.C. 
Metropolitan 
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FROM Bagot ys PLANT LIQUIDATIONS: 
4-900 gal. Closed Agit. Jack tg Rags = a. 
Vac. fits from 25 to 2000 gals. Lined & 
Steel; eo Say from 25 to "000 pl Glass 

Lined & teel; —— Punch & Rotary Tablet 
Machines: "thane oating Pans; Bottle Fillers; 
Portable ‘Agitators; a Filters & Filter Presses, 
Pebble & Jar Mills; Pony & Change Can Mixers; 
Ointment Mills; Powder & Paste Fillers; Powder 
Sifters & Mixers; Crushers, Pulverizers, Rotary 
Cutters, Laboratory Equipment, 09 Send for com- 
plete listin; ng: buy your surplus equipment for 
cash. STEIN POUIDMENT CORP., 426 Broome 
St., New York City. 





FOR SALE: Horix 14 =e Rotary Automatic 
Filler; Karl Kiefer No. 4 Pulp Filter and Pulp 
Washer; Loew Truck Type Pasteurizer; B & B 
Aluminum or Bronze Single Sheet Paper Filter. 
Other pieces available. PERRY EQUIPMENT & 
SUPPLY CO., 142 N. 10th St., Philadelphia, Pa. 





IT’S NOW OR NEVER: That piece of equipment 
about which you have been thinking... by 
Means get it Now. Here’s why. We have never in 
our entire business history had a finer assortment, 
a more complete stock, of WANTED MACHIN- 
ERY than right now. "THAT is the consensus of 
opinion of our Fngineers, Technicians, Sales Staff 
and many visiting Purchasing Executives. Colton 
No. 3 and 2B, Stokes Granulator 43A; Devine No. 
32, 27, and 11; 50 Suppository Molds; 3-Mikro No. 
2 Pulverizers; 2-Haskins Screw Cappers; 3-Eppen- 
bach & Premier Colloid Mills; 3-Stokes & Colton 
Tube Fillers, Closers and Clippers; 10-Day, Robin- 
on & gag Powder Mixers, 50-2000; Stokes DD, 
D, B,R,F,E & ee Tablet ype ha FULL 
DESCRIPTIONS AN UOTATIONS ON 
REQUEST. FIRST MACH NERY CORP., 831 
E. 9th St., New York, N. Y. 
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Rates—All classifications $1.00 
an issue for 20 words or less; 
additional words Se each. 
Payment must accompany 
order. Add 10 cents if replies 
are to come to a box number 
and be forwarded. 














Classified 





Machinery for Sale 





FOR SALE: 7 Day 1200 lIbs., “E’’ Mixers and 
ee bog * “—. excellent condition, practi- 

ealers. Box 200, DRUG AND 
Go METIC NWDUSTRY. 





Business Opportunities 





Perfume Chemist—Creator of really beautiful 
perfumes desires to interest an established mer- 
chandising house to handle completed line on high 
commission and interest or controlling interest in 
the business,—or established cosmetic house desir- 
ing to add perfume to its line. Everything ready to 
= nth degree: 1-Perfumes which are accepted by 

rts as outstanding along with beautiful pack- 
poe creations. 2-Illustrated booklet prepared by 
outstanding merchandising who has 
tested and used the Perfume Creations. Box 190, 
DRUG AND COSMETIC INDUSTRY. 








Situations Wanted 





CHEMICAL ENGINEER: Perfumes, cosmetics, 
soap expert, chemical contro]. Widely connected 
with sources of raw materials here and in Europe. 
Ex-director en Boge) plant in this country. 
Creator ant abroad. Own formulas, 
methods. dP a in distribution of manufac- 
tured goods could co: vicar with the a 
department, awe — immediately. 
Integrity, understandi - t references. Box 
179DRUG AND COSMETIC INDUSTRY. 





COSMETIC CHEMIST, 35, single, several years 
eee in Vienna and Paris. Desires connection 

> joer house. Box 191, DRUG AND 
Cosh ETIC INDUSTRY. 





DRUGS, COSMETICS, 8 years experience, sellin; ng 
private and nationally advertised brands throug! 
department, chain stores, jobbers, retailers. Can 
distribute exclusive lines. Box 192, DRUG AND 
COSMETIC INDUSTRY. 





Comrie MANAGER, CHEMIST, ASST. 

ECUT IVE—Experienced purchasing, manu- 
ly packaging. Factory and office. 17 years 
experience manicure ogg og? Develo; prod- 
ucts, packages, displays. Box 193, DRUG AND 
COSMETIC INDUSTRY. 





CHEMIST, Ph. D. Woman, experience in organic 
research, teaching in cosmetics, desires position 
with cosmetic concern. Box 194, DRUG AND 

COSMETIC INDUSTRY. ‘. 





PURCHASING AGENT: Five years experience 
in drug and cosmetic trade, — of purchas- 
ing, labels, bottles, drugs, ra essential 
oils, etc. Box 195, DRUG AND "COSMETIC 
INDUSTRY. 





FOREMAN with approved formulas in cosmetic 
field. Lipo. ao. Factory control, desires 

osition. neces. Box 196, DRUG AND 
Pee ETIC Ih INDUSTRY. 





EXECUTIVE of Pharm. Mfg. Corp., Licensed 
Reg. Pharm., Experienced in both actual manufac- 
turing work and administration duties. Excellent 
record of accomplishment. Basi employed as Secr. 
Treas. & Gen. Mgr. desires position with LIVE 
future Rossiilitien B Box 197, DRUG AND COS- 
METIC INDUSTR 





CHEMIST with 10 years research, production 
and control experience of biologicals, ugs, COs- 
metics, soaps, etc. would appreciate an ag co 
to ge his ability in the sales or detailing ore 
ment of progressive firm. Box 201, DRUG 
COSMETIC INDUSTRY. 
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EARA Te. 


CALCIUM STEARATE 
ALUMINUM STEARATE 
MAGNESIUM STEARATE 


STEARATE OF e 
MAGNESIUM Prompt Shipments in any quantity 


Li ht, Great Adhesiveness. Pure Write for samples and prices 


¢\ 


STEARATE OF 
ZINC 


Odorless, Impalpable. Pure 
White. Water Resisti Great 

Adhesiveness. Light or Hea nc 

desired. ao, standard of 

ity and Uniformity. 





ite, 

co i desired. Dusts out 3 

a ee Se ee STOCKS CARRIED: Chicago, St. Louis, San Francisco, 
ti i t Los Angeles, Kansas City, Mo., Des Moines, New Orleans 


“Ss a 





FRANKS CHEMICAL PRODUCTS CO. jn 


=o 3a STREET 


BUSH TERMINAL BLOG. NO.9 


BROOKLYN,N.Y. 





{index to Advertisers} 


Abbe Engineering Co 
Abbo' tt Laboratories 


Allied Products, Inc 
Allondon-Bayonne Co., 
Aluminum Ore Co 
Aluminum Seal Co 
American Can Co 
Anchor Hocking Glass Corp.. 
Insert between 520, 521 
Ansbacher-Siegle Corp 628 
Atlantic Refining Co 


Baker Chemical Co., J. T 

Bennett & Co., h 

Brass Goods Mfg. Co 

Bridgeport Metal Goods Mfg. Co 
ush & Co., W. J 


California Fruit Sowers Exchange 
Carr-Lowrey Gla: 

Cavalla, Inc., x. 

Chiris Co., Antoine 
Chrystal & Co., Chas. B 
Colgate-Palmolive- Peet Co 
Colton 

Consolidated Fruit Jar Co 
Consolidated Products Co., 
Consumers’ Import Co., 
Crown Cork & Seal Co. 


Dodge & Olcott Company.. Insert between 512, 513 
Dresden Cosmetic Co 


, In Cc 
Inc., Paul A 636 
du Pont de Nemours & Co., E. I..Insert facing 529 
Durlin Corp., 532 
Duval a als 


Economic Mchny Co 
Ertel Engineering Corp 
Evans Chemicals Limited 


Felton Chemical Co., Inc 
Fezandie & “Nip inc 

Filter Paper 

Firmenich & Co. Inc 
Florasynth Labs., 

Food Machinery Corp 

Franks Chemical Prod. Co. Inc.. 
French, Inc., 

Fritzsche Bros 
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General Drug Co Insert facing 536 
Givaudan-Delawanna, Inc..Insert between 508, 509 
Glass Products 578 
Greeff Co., Inc., R. W 


Hagerty Bros. & Co 

Helfrich Laboratories 

Heyden Chemical Corp......... 
Hopkins & Co., 

Hormann & Co., 

Horn, John 

Huisking G Co., Inc., Chas. Li... 0.02. cc cece 632 
Hygienic Tube & Container Co............... 


Insert facing 513 
. Insert facing 501 


Industrial Chemical Sales. . 
Innis, Speiden & Co., Inc... 
Interstate Color Co., Inc 


Jelly & Co., Inc., Walter H 


Kimble Glass Co. 
Kohnstamm & Co., 
Kolmar Laboratories 


Lacquers, Inc 
Lautier Fils 

Leeben Chemical a 
Leonhard Wax Co., 
Lowe Pa 

Lueders & Co., George 
Lusteroid Container Co 


Magnus, Mabee & Reynard, Inc 
Mallinckrodt Chemical —_—_ 
Insert between 536, a 
McKesson & Robbins, Inc 
Merck & Co. 
Michel Export Co. 
Monsanto Chemical Co. 
Montenier & Co., Inc., Jules 
Insert between 528, 529 


National Can Co 
Naugatuck Aromatics 


New England Collapsible Tube Co............ 
New Jersey Zinc Co 


N. Y. ae & Chemical Works 
Norda ntial Oil & Chemical Co 
Orbis Products Corp 
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Package gay a Co 
Parento Inc., Compagnie 
Parsons Imports, M. W 531 
Penick & Co., S. B.. . Insert between 528, 529 
Pennsylvania Glass Products Co.. Insert facing 521 
Pfaltz & Bauer Co., 

Pfizer & Co., Inc., 

Pittsburgh Lecerodeyer be 


Pneumatic Scale nsert between 536, 37 


Revson Co., R. F 
Rifa-New York, I Inc. 
Ritchie & Co., W. C 
Rosenthal ca. Inc., H.H. 
Ross & Son Co., Charles 
Roure-Dupont, Inc 


Schimmel & Co 
Schofield-Donald Co. 
Scovill Manufacturing Co 
Seydel Chemical Co. 
Sherwood Petroleum Co. 
Solvay Sales Corp. 
Sonneborn Sons, oF L 
Stafford-Allen & Sons, Ltd 
Standard Alcohol Co. 
Standard Synthetics, Inc... .. 
Stokes Machine Co., ; 
Stokes & Smith Co.. 

Sturge Ltd., John BE... 
Swindell Bros., Inc 


Thurston & Braidich 
Tombarel Products Corp 


Ungerer & Co., 
U. S. Industrial 5 ener ‘ine 


van Ameringen-Haebler, i 


Van Dy 

Verley Inc., Albert 

Victor Metal Products Corp 
Insert between 504, 505 


Whittaker, Clark & Daniels, Inc 
Will & Baumer Candle Co 
Wilson Laboratories, Inc 

Wolf & Co., Jacques 


Insert between 500,501 
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In millions of American homes, White Mineral Oil is taken at least once daily. 


Is it your White Mineral Oil they're taking? An unpalatable oil is quickly detected and 
as quickly rejected. 


Let's “Take your oil.” Is it free from odor, taste or after-taste? How's its shelf-life? 


KAYDOL,; White Mineral Oil U.S.P. Extra Heavy, represents the ultimate achievement in the 
science and art of petroleum refining. KAYDOL meets every requirement of ultimate con- 
sumer, retailer and manufacturer. It is unexcelled in quality and uniformity. % You ought 
to investigate the profit-possibilities in KAYDOL, extra heavy White Mineral Oil, 
U.S.P. Heavy. 


% Users of White Mineral Oils (U.S.P. and Technical) 
and Petrolatums U.S.P will find interesting and help- 
ful information in our brochure ‘Petroleum Products 
in Pharmaceuticals.’’ Send for your copy. 


L. SONNEBORN SONS, INC., NEW YORK 


CHICAGO Refiners of White Mineral Oil & Petrolatum 


LOS ANGELES” 


Refineries: Petrolia & Franklin, Pa. 


Southwestern Distributors: Sonneborn Bros., Dallas, Texas 


BALTIMORE PHILADELPHIA 
STOCKS CARRIED IN PRINCIPAL CITIES : 
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